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The (1, l \ I ( \ ll () i now nationally advertised every month. 


Trade Mark Reg. U.S. Pat. Of. A full page on the inside cover of the 
American Journal of Nursing, reaching all the “‘ Young Women in White.”’ 
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THE fixed-price phobia in milli- 
nery is due for an immediate 
change. The millinery industry 
votes for flexible prices. R. P. 
Johns, president of the Millinery 
Merchandising Executives Associa- 
tion, Inc., composed of retail ex- 
ecutives, says: 

“Manufacturers are now con- 
fronted with the problem of whether 
to raise their prices or cheapen their 
product. The latter course has been 
highly recommended. It is for that 
reason that we, as an organization, 
would like to go on record at this 
time, and ask the manufacturing 
branch of the industry to think 
twice before it takes such a step. 


“We agree that whereas many 
manufacturers make hats of a type 
of which the cost is easily con- 
trolled, it is definitely to their ad- 
vantage to build their lines around 
a fixed wholesale price line. This 
is an aid to the retailer in planning 
his retail prices as well as the ulti- 


mate customer with set ideas as to 
what she should pay for a hat. 
“There has been, however, too 
much emphasis placed on this prac- 
tice by a sizable part of the indus- 
try. This practice has been the 
downfall of many a manufacturer. 
Many manufacturers work on such 
a close margin that unless they are 


Sry, 


in a financial condition strong 
enough to anticipate their require- 
ments for a season, they are hit very 
badly on even a slight rise in the 
cost of their materials. 

“Another fault with this system 
is that with even the manufacturers 
in the lowest price brackets there is 
much artistic ability wasted by the 
‘axe’ in the endeavor to keep costs 
within too precise a range. 

“For this reason we deem it ad- 
visable for more manufacturers to 
loosen their price range policy 
rather than tighten it or continue 
their present practice. We feel that 
more manufacturers should make 
hats. within approximate price 
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ranges and at whatever overhead 
and profit margin they feel is neces- 
sary, and set the price of the indi- 
vidual hat.” 


NORMAN L. KUEHNER of 
Fischer's Shoe Shop in Trenton, 
N. J., relates: 

“We had an incident happen in 
our store this morning which | 
thought would bear repeating. 

“This morning a customer came 
in bright and early for a good com- 
fortable pair of house slippers, the 
kind that he could wear down in 
the cellar and pursue his hobby of 
tinkering about his work bench 
and not feel cold around his ankles. 


The clerk suggested a nice pair of 
Romeos. After trying them for a 
few minutes, he explained to the 
clerk that they squeezed his ankles. 
With this, the clerk explained that 
it was just the goring (elastic in the 
sides) and would ease-up. The cus- 
tomer replied that it wasn’t Goering 
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that was causing the trouble, but 
Hitler. 

“So you see, even the retailer is 
being troubled by all the war con- 
versation.” 


IFRANK M. MAYFIELD of St. 
Louis, chairman of the Emergency 
Committee of the National Retail 
Dry Goods Association, gave his 
opinion that “retailers should stren- 
uously resist” the practice of some 
producers who are refusing to ac- 
cept firm orders for future delivery 
of merchandise and instead are 
stamping orders with a provision to 
the effect that prices may be in 
creased if production costs increase. 
Mr. Mayfield described the accep- 
tance of such a practice as far as 
stores were concerned as “blank 
check buying,” and asserted “I be- 
lieve that most merchants will hold 
as I do, that this sort of buying is 
contrary to the effort to hold prices 
down in the interest not only of the 
consumer but of business as well. 


OWING TO FHE WAR er. 
J y 





“Every manufacturer has the un- 
questionable right to quote prices 
which he thinks are justified and re- 
tailers have the same right to buy or 
to decline to buy if they believe such 
quotations are unreasonably high. 
Once a price has been quoted, how- 
ever, and an order has been placed 
it is up to the manufacturer to de- 
liver in accordance with the terms 
of the contract which he has ac- 
cepted. To reserve the right to 
change some of the terms of that 
contract in accordance with his later 
experience is, I believe, against the 
general interest.” 


* * * 


WAR Department contracts for 
shoes, as reported by the Labor 
Department Public Contracts Di- 
vision for the week ended Oct. 7, 
totaled $1,020,687. Companies re- 
ceiving the awards, the amounts 
involved, and the specified date of 
delivery follow: 

Joseph M. Herman Shoe Co., Bos- 
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—Wars are serious things — no 
doubt about that— 

—But fortunately there's something 
resilient in human nature that 
emphasizes the lighter side of our 
troubles, no matter how desper- 
ate they may seem to be. 

—A letter just received from one 
of our good friends overseas con- 
tains the following: 

"| don't know whether the story of 
the English pilot who returned late from 
a pamphlet dropping expedition has 
been circulated in the States—he was 
taken to task for being late, and ex- 
plained that he had found it difficult 
to get the pamphlets pushed under 
the doors in the time! 

“A popular song with the Tommies is 
‘When We Hang Out the Washing on 
the Siegfried Line.’ | heard a German 
station broadcasting in English the other 
night—the announcer was quite puzzled, 
and couldn't understand why we wanted 
to hang out washing on the Siegfried 
line! ! 

“In spite of a basic common stock, 
there is a curious lack of psychological 
appreciation of the British character by 
the German. For instance a factor has 
cropped up, which | think probably did 
not occur to the erudite German men- 
tality. The British workman is now 
violently anti-Hitler. He resents inter- 
ference with his habits—particularly his 
Saturday afternoon football—and most 
important of all—his weekly gamble on 
the football pools. The war has stopped 
his pools—and he is ‘agin’ Hitler!" 


—Human nature has its faults, 


heaven knows; but it also has its 
virtues— 

“Fendi of ped of = is the 
aculty o cing emphasis upon 
the brighter and humorous side 
of a mean situation. 


elie 
President 


ton and Millis, Mass., service shoes, 
$232,837, Mar. 14, 1940; Interna- 
tional Shoe Co., St. Louis and 
Washington, Mo., service shoes, 
$444,000, Mar. 31, 1940; Brown 
Shoe Co., Inc., St. Louis and Mober- 
ly, Mo., service shoes, $319,000, 





March 16, 1940; International Shoe 
Co., St. Louis and Washington, Mo., 
leather boots, $24,850, Nov. 17, 
1939. 

The War Department also has 
awarded a $27,170 contract to the 
United States Rubber Co., Nauga- 
tuck, Conn., and a $16,030 contract 
to Hood Rubber Co., Inc., Water- 


town, Mass., for overshoes. 


CHARLES S. CAMPBELL, head 
of the Young Men’s Shoe Shop, 
Marshall Field & Co., Chicago, says: 

“The men’s shoe business is grow- 
ing more and more like the women’s. 
Merchandising shoes to the younger 
and style-conscious men, particular- 
ly, has become a definite style prop- 
osition. Instead of constantly re- 
placing stock with the same shoes, 
week after week and month after 
month, the latest styles and novel- 
ties should be added as rapidly as 
they come out. It’s this element of 
change and newness in the appear- 
ance of the shoes that is helping 


(Bo rave? 


to make men more style-conscious 
and more anxious to build up a 
wide and varied shoe wardrobe. 
The men’s business has also become 
a three season proposition—divided 
between Fall and Winter as one sea- 
son, Spring, an in-between period. 
and Summer for whites.” 


* . * 


MMAAURICE MILLER of I. Miller & 
Sons, Inc., will be the guest of honor 
at a dinner sponsored by the Boot 
and Shoe Division of the New York 
and Brooklyn Federations of Jewish 
Charities, on Nov. 8 at the Hotel 
New Yorker, it was announced by 
Louis Fried, of Siegel & Fried and 
Manuel Gerton of Saks Fifth Ave 
nue—co-chairmen of the dinne: 
committee. The testimonial wil! 
honor the business and communa! 
work of Mr. Miller and will serve a‘ 
the same time to highlight the activ: 
ties of the Boot and Shoe Divisio: 
in the 1939 appeal of the two Feder 
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ations on behalf of their 116 affili- 
ated health and welfare institutions. 

A representative dinner commit- 
tee has been formed to aid the chair- 
men and includes Max L. Friedman 
of the Diamond Shoe Company, ex- 
officio chairman of the division and 
Eugene Davidowitz, of the same 
firm, treasurer. Others serving on 
the committee are: 


Morris P. Arnoff, Arnoff Shoe Co.; 
Myer Asher, Asher Shoe Co.; Ben Bar- 
nett, Arkwright, Inc.; Alex L. Baris, 
Baris Shoe Co.; Herman Bearman, I. 
Miller & Sons, Inc.; Miles Bleecker, 
Bleecker Shoe Co.; Maurice Blog, Blog 
Shoe Co.; Benjamin Daniels, A. S. Beck 
Shoe Corp.; Jack P. Davidowitz, Dia- 
mond Shoe Co.; Herman Delman, Del- 
man, Inc.; Joseph Deutsch, Ohrbach’s; 
Harry Eckstein, Frank C. Meyer & Co.; 
Louis Edelstein, Lion Shoe Co.; Edwin 
Farian, Everett & Barrow Co.; Milton E. 
Friedberg, Bloomingdale’s; Leonard 
Friedman, B. Friedman Shoe Co.; An- 
drew and Robert Geller, Geller Shoe 
Mfg. Co.; Irving Goodman, Hearns; 
Emanuel and Frank Grossman, Grossman 
Shoe Co.; Morgan Grossman, Unity- 
Grossman; Irving E. Grossmann, I. Mil- 
ler & Sons, Inc.; Marx B. Hausman, 
Diamond Shoe Co.; David W. Herrman, 
Miles Shoes; Morris Hirsch, Hirsch Shoe 
Co.; Robert Jacobson, Jacobson Bros.; 
Benjamin Kellner, Kitty Kelly Shoes; 
Max Kleinfeld, Kay Shoe Co.; Jack Lef- 
kowitz, Nortons Retail Stores; Louis 
Lyman, Abraham & Straus; Jack Macht, 
Macht Shoe Co.; Joseph M. Marcus, Tree 
Mark Shoe Co.; George Miller, I. Miller 
& Sons, Inc.; Dan Palter, Palter De Liso, 
Inc.; Fred Pearlberg, Diamond Shoe Co.; 
Herman Posner, Dr. A. Posner Shoes; 
Ben Rapport, Gimbel Bros.; Murray M. 
Rosenberg, Murrav M. Rosenberg. Inc.: 
S. H. Rosenberg, Miles Shoes; Al Rubin- 
field, Bloomingdale’s; Samuel A. 
Schneider. Crescent Shoe; Irving Schoen, 
Namm’s: Benjamin D. Schwartz, Schwartz 
& Benjamin; IToseph Siegel, Siegel & 
Fried, Inc.: Samuel G. Staff, Julius 
Grossman Shoes: M. M. Stollmack. Car- 
lisle Shoe Co.: Manuel E. Tobias, Pincus 
& Tobias, Inc.; and Stanley Weiss, 
Hearns. 

. o * 


TWELVE directors of the Michi- 
gan Retail Shoe Dealers Association 
attended the special meeting called 
by President Richard J. Schmidt re- 
cently at the Olds Hotel, Lansing. 
Numerous problems of utmost im- 
portance to the shoe retailers of the 
State were taken up and discussed 
—among others the State retail 
sales tax. . . . Sales of tangible per- 
sonal property where delivery is 
made to points outside this State are 
no longer subject to sales tax if the 
sale is made contingent upon title 
passing with delivery outside the 
State, under the provisions of a new 
regulation just issued hy The State 


Board of Tax Administration. The 
new regulation will be of great 
value to many branches of retailing, 
especially during the Christmas sea- 
son, when a large volume of gifts 
will be sent out of Michigan. 
Twelve new directors were nom- 
inated, of whom six are to be elected 
to serve three years, beginning 
1940. Details of the forthcoming 
Michigan Annual Shoe Fair, which 
is to be held at the Hotel Statler, 
Detroit, Jan. 7, 8 and 9, occupied a 
great deal of the directors’ atten- 


tion. 
7 * * 


NO nation is more favored with 
vital statistics for the use of a busi- 
ness man than the United States. 
Commissioner Isidor Lubin of the 
Bureau of Labor Statistics has the 
faculty of reducing statistics to a 
measuring stick of one individual 
and his family. A most recent sur- 
vey made by him covers 42 states 
and his conclusions are: The typical 
city worker’s dollar is apportioned 
as follows: Food, 33c.; housing and 
fuel, 25c.; clothing, 10c.; other items 
which enter into family living, 22c. 


These figures are interesting be- 
cause, in addition to reflecting the 
average expenditures of 14,500 
families of employed wage earners 
and clerical workers with incomes 
of about $1,500 a year, they cast 
some light on the ultimate effects of 
price advances. For example, an ad- 
vance in food prices would have 
three times the effect of an increase 
in clothing prices. 

Clothing for the average family of 
3.6 persons, it is reported, cost 
$166, or $44 a person. While shoes 
are an annual necessity, men’s and 
older boys’ Winter coats are bought 
at five-year intervals and Winter 
coats are bought at four-year inter- 
vals for women and girls. Shoe ex- 
penditures were the largest clothing 


item. 
* - * 


CHRIS DEMER is the new head of 
the fitting department of the Blum 
shoe factory at Dansville, N. Y. For 
many years he was in Rochester, 
serving in similar capacities at the 
plant of the J. C. Menihan Corpor- 
ation and the Sherwood Shoe Com- 
pany. 




















“Which do you want—a shoe shine or a nail polish?" 





Above:—Main floor department 
of Turrell’s remodeled store, Seat- 
tle, Wash. The staircase at the 
rear leads to the mezzanine de- 
partment and connects the two. 
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TWO BEAUTIFUL WEST 


Complete Modernization, with Structural Changes 


and New Furnishings, Make Turreli’s, in Seattle 


One of the Most Beautiful Stores in the Northwest 


ESTABLISHED in 1884 and long recognized as one 
of the outstanding retail shoe concerns of the Pacific 
Coast, Turrell’s, in Seattle, Washington, have recently 
remodeled and completely redecorated their store, mak- 
ing it one of the most beautiful shoe stores in the coun- 
try. A structural change in the stairway connecting the 
main and downstairs floors, together with the redecorat- 
ing and refurnishing, wrought a complete transforma- 
tion in the interior. New chromium furniture down- 
stairs and the reupholstering of that on the main floor 
added final touches of modernization. 

The firm was originally started as Treen, Raymond & 
Turrell and grew steadily, eventually opening a store 
in Tacoma. From 1900 until 1922 stores were operated 
in both Seattle and Tacoma. Since 1922 the institution’s 
interests have been devoted exclusively to Seattle. The 
store is highly departmentalized and will continue to 


handle nationally advertised lines of shoes for men, 
women and children, also hosiery, handbags and other 
shoe accessories. Morris F. Cronkhite, who, besides 
being one of the most prominent retail shoe merchants 
of the West Coast, is a member and director of the 
National Shoe Retailers Association, is now president 
of Turrell’s. 

When a firm has had such a long and prosperous life 
span as Turrell’s, and is still carrying on successfully 
despite the changes in business conditions and merchan 
dising methods that have taken place, it is a pretty sur: 
sign that here is a concern which has found the formu! 
which makes for profitable retailing, at least in th: 
particular community where it happens to be located 
That formula is by no means simple, and it may diffe 
according to the size and kind of community the sto: 

[TURN TO PAGE 27, PLEASE 
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BB OASTING some of the most beautiful and up-to-date 
shoe stores of the country, the Pacific Coast region sets 
a fast pace for retailers in the important matter of store 
modernization and keeping abreast of the times in the 
various improvements and items of equipment that con- 
tribute to efficient shoe store operation. 

The recent remodeling of the Geary Street store of 
Frank Werner Co. makes it one of the most notable in 
the large group of outstanding Pacific Coast stores. It 
is carpeted in French powder blue, with a carpet espe- 
cially designed for the Frank Werner Company. The 
delicate coloring of the floor covering brings out the 
color of the settees and chairs. Costume bar stools, 
especially designed, line one side of the room. 


“Unit windows” have been installed, allowing the 
separate display of colors and patterns in each window, 
without disturbing the displays in the other windows. 
Fixtures of Lucite, designed separately for each window, 
are used, because their transparency makes them almost 
invisible. The units are made in varying sizes, five on 
each side. The front unit is of average size, the second 
a little smaller, and the middle units is largest of all. 
The unit next to the last is made to hold only three pairs 
of shoes, and some accessories. The final unit at the 
rear is the same size as the front one. The reason for 
the varying sizes of these units is that shoes and acces- 
sories may be promoted in several different ways, with 
more or fewer shoes in each unit as occasion arises. 


Frank Werner Co., Completes Remodeling Program 


at Ite Geary Street 


Store in San Francisco and 


Emerges as a Veritable “Shoe Store of Tomorrow” 


COAST SHOE STORES 


Below:—French Room of the new 
Frank Werner store, Geary Street, 
San Francisco. The delicate carv- 
ing of the furniture and fitting 
stools and the embroidered up- 
holstery gives a definite atmos- 
phere to this salon. 
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White Many Details of the Spring Style 
Picture Are Still to Be Defined, Present 
Indications Show Lasts Will Continue to 
Play a Role of Prime Importance— Late 
Autumn Trends That Will Carry Through 
for Spring. as Reflected in Some of the 
Interesting Current Designs for Daytime 


BASIC TRENDS FOR COMING SHOES 


LASTS will continue to be of first importance in the 
designing and selection of Spring shoes. Everyone 
says so. That means, incidentally, that patterns will con- 
tinue to be simple and wearable, although they will, of 
course, be more opened-up than they have been this 
Winter. There will be open toes and probably some open 
backs—although much caution will have to be exer- 
cised in their manufacture. There will probably be 


some platform soles in all types and plenty of wedges 


in play and country shoes. We also expect to see plenty 
ef new ideas in soles and heels in play shoes and much 
color introduced in this way. But, we say it again, lasts 
will be of major interest. The walled last grows in pop- 
ularity from season to season. Its growth has been 
rather slow and therefore very healthy. A new round 
toe walled and ridged last carries a heel 204% eighths 
high. Square toes—and heels—are popular on both 
walled and ordinary lasts. 





Heels will run from 12/8 or 14/8 to 21/8 or higher. 
The volume height of 17/8 is expected to continue into 
Spring. Wedges, as we said before, are slated for a 
very good season. The keg should continue. 

The current popularity of step-ins with goring or 
elasticized section will continue. With each season 
manufacturers are becoming more successful in making 
these types so that they are extremely comfortable to 
wear as well as beautiful in fit and appearance. The 
rather low step-in with D’Orsay line— illustrated twice 
on these pages—is slated to be very important. And 
the V-throat step-in or pump is another pattern which 
is expected to carry over very successfully into Spring. 
All over the country women like them and ask for them. 
Adaptations of the spat type are expected to be strong. 

With the dainty trimmed pump so prominent in the 
picture this Winter, there is every reason to expect it 
to be even more important this Spring—the natural 
season for pumps always. It is such a pretty, feminine 
pattern with its bow or buckle or ruching, its piping 
or binding or stitching. And the spectator pump—espe- 
cially in white with colored tip and fox—has every 
chance of repeating its success of last Summer. 

Straps are always good for this season because sandals 


V-line on a pump with 
ow at throat should be one of the types which 
join the 1 Easter parade. Blue Ribbon Shoe- 

makers. 


Top—The soft feminine effect of the scalloped top 
line and the cut-out sides suggest the type of treatment 
to be expected in new Spring and Summer oxfords. 
Natural Bridge. Center—W alled last and D’Orsay line, 
extremely flattering to the foot and ankle, are two 
styles expected to carry over strongly into Spring. 
Walk-Over. Bottom—This softie, unlined and with 
very flexible sole, is an ideal Spring and early Summer 
walking oxford. Sole is in contrasting red. A Selby 
Tru-P oise. 


are always good. Besides, straps have been gradually get- 
ting back on the front page of style news. The sabot 
strap, the cross strap, the one strap, the wide center or 
T-strap—very smart all of them. This Spring straps 
may play a bigger part than usual in the style scene. 

Besides the spectator, which is sharing in a little of 
the glory of the spectator pump, there is the light-weight 
walking oxford, unlined, with soft toe, perforations and 
flexible soles. This should be a very good Spring and 


early Summer shoe. As to the dressier oxford, that 


is anyone’s guess. Opened up, with medium-sized cut- 


outs, open shanks, open toes and, sometimes, open 
backs, it promised to be an important shoe last Summer. 
The opened ‘up step-in proved more popular, however. 
Perhaps this year it will come into its own. So many 
women like the fitting qualities of an oxford. 

It does not take an expert to know that black—in 
patent leather—and navy blue and tan in calf and kid- 
skin (glazed and crushed or grained) will be number 
one colors and surfaces. Gabardine and some other 
fabrics will also have importance, especially in combina- 
tion with leathers. Reptiles are expected to continue. 
As to novelty colors, they will be largely determined by 
the colors in ready-to-wear. 





CARL ESTERBLOOM 


HA OW many shoe buyers would like to know a magic 
formula for bigger and better business? 

There is one, an old one, but one too seldom used 

It’s the golden rule of merchandising. 

GIVE THEM WHAT THEY WANT, WHEN THEY 
WANT IT, AT THE RIGHT PRICE. 

Here is an example: During the Summer month of 
July (and San Francisco has cool weather in July) cus- 
tomers constantly asked for sheepskin woolies. Ordi- 
narily, this a Christmas item. However, we decided to 
order a six case lot for August delivery. In one month 
this shipment was sold . . . which goes to prove that the 
customers when provided with what they want will buy, 
and buy in considerable volume. We have promoted 
other requested items with equal success. 

Nationally advertised brands of shoes are something 
patrons want. They want to know what dependable 
name other than the name of the store is behind our 
merchandise. To show a boy or a man a rubbed-soled 
active sport shoe and try to sell it on that basis is 
somewhat of a job. Just saying “this is a Ked” clinches 
the sale, instantly. 

For the past six years, we have specialized in Douglas 
shoes and have built up a large clientele of repeat busi- 
ness, as well as adding new customers every day. There 
is practically no sales resistance to these branded shoes 
and rubber footwear because they are well known and 
the names are those in which the public has confidence. 

Stock is sized weekly. Our customers won't buy 
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A FORMULA 


by CARL ESTERBLOOM 


Downstairs Buyer for Men’s and Boys’ Shoes at 
The Emporium, San Francisco. 


The downstairs men’s and boys’ shoe department at 

The Emporium. Nationally advertised merchandise 

featured at regular prices has been one of the reasons 

for the consistently excellent showing this depart- 
ment has made for the past six years. 


shoes mail order from Brockton; the size must be in 
stock. And how long will it take us shoe buyers to 
learn we must concentrate on heart sizes? Here our 
ratio on sizes is 68 pairs of 9’s sold to each pair of 11’s. 
A consistent weekly shoe advertising schedule is ad- 
hered to. It is doubtful if there are many people in the 
San Francisco trading area who are not familiar with 
The Emporium as a store. However, there are many 
people who are apt to forget men’s and boy’s footwear 
is carried here, not only carried, but representative 
nationally known brands are waiting for them. Shoe 
business here is kept growing and the public is made 
conscious of our department through advertising. 


ADVERTISING brings people to the windows and store. 
After they get in, the sales and profits are made on the 
selling floor. With that in mind, every endeavor is used 
in creating more enthusiasm in ou salesmanship. The 
public demands it; they are entitled to it. More opti- 
mism is needed in selling. A good salesman must be in 
the best of spirits and optimistic at all times. And why 
not? Business is better today than it has been before 
for a long while. Then we have better merchandise to 
work with and more intelligent, merchandise-conscious 
patrons. 

Let’s remember the motto of one well-known sales 
men: “Be pleasant until ten o’clock, and the rest of the 
day will take care of itself.” 

With this mental attitude and the thought of not being 
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FOR BUSINESS BUILDING 


“Give Them What They Want, When They Want It, at the Right 


Price” Has Turned the Trick in Selling Men’s and Boys’ Shoes at 


San Francisco Department Store 


content with nothing less than a completely satisfied 
customer in every transaction, one’s shoe business goes 
on apace. 


EDITOR’S NOTE: The author of this article is one of a 
large number of retail shoe merchants who are strongly 
convinced of the advantages to the retail shoe merchant 


of selling branded, nationally advertised lines of shoes, 


rubber-soled footwear and accessories. 

For years shoe merchants have argued pro and con 
about this question of branded lines versus the mer- 
chant’s private brands. A growing number of retailers, 


apparently, are becoming convinced that the indepen- 
dent retailer has a better opportunity for success by 
uniting his efforts with those of the manufacturer of a 
good branded line, backed by advertising and having 
wide consumer acceptance. 

There are arguments on both sides of the question, 
however, and the Recorper will welcome brief expres- 
sions of the views of such of its readers as have well- 
defined opinions, based upon actual experience or close 
observation, on this important question. Communica- 
tions of special interest on this subject will be published 
in Boot anD SHOE RECORDER. 








Planning Christmas Windows 






































THREE points should be watched in the development 
of holiday windows. They should very definitely get at- 
tention, sell merchandise and tie up with the rest of 
the program—particularly with the advertising—so 
that those who see the advertising will readily be re- 
minded of it when they see the windows. The Santa 
character suggested previously or any other distinctive 
and appropriate idea, adaptable to both advertising 
illustration and reproduction for display, might be used. 

With the idea of tie-up in mind, develop windows that 
get attention and give information. Displays can be so 
dramatic that they sell the idea of buying gifts at that 
particular store, even though not a bit of merchandise 
is shown. The now-famous bell windows of Lord and 
Taylor are an example. Great golden bells with long 
white ropes swaying, swung back and forth on their axis 
far above the snow-covered village at the bottom of 
their lowered windows, seeming to play Christmas 
carols which were actually coming from the concealed 
speakers over the main entrance. This series of win- 
dows drew such attention and comment that they re- 
mained in throughout the first season they were 
installed and were repeated again last year. But that 
is a most unusual circumstance. Far too often the 
displays go to the other extreme, and are so stuffed with 
merchandise and cluttered in arrangement, that they 
confuse rather than help the gift seeker who might be 









































Circular cut-outs of Upson board are supported on 
white rope laced through eyelets in the floor and 
ceiling of the window. On the large panel is the 
Santa head for tie-up; other designs in cardboard or 
paint appear on the smaller disks. 


Easy-to-see arrangement and clear, concise informa- 
tion are as important as attention value in a display. 
The object of good window displays is to intrigue 
people into coming into the store. Orderly arrangement. 
with tickets to give information briefly and clearly, is 
the best practice for the average shoe store, where cus- 
tomers must be sold on the idea that a shoe store can 
be a gift store. 

Consideration should be given to planning back- 
grounds or decorative treatments so that they can be 
installed speedily. Proper planning and advanc: 
preparation will save hours of work in the window 
Even merchandise that is to be displayed can and should 
be made ready in advance of trimming the window 
The lack of width in many shoe store windows, plus th: 
rather crowded style of display generally used a! 
Christmas time, makes the “flat” background more de 
sirable—but flat need refer only to dimensions, for th: 
use of color, cut-outs, light and action allows som 
exceedingly interesting setings that extend but a ver 
few inches from the wall, and are confined principal! 
to the upper part of the window background, leavin 
ample space for the display of merchandise. 

With this type of background, back lighting is a:'- 
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Second section of a four-part promotion program. includ- 


ing suggestions for 


Stere decorations and merchandise display 


Christmas window backgrounds 


Newspaper advertising, layout and copy 


Direct-mail and circular ideas 


by BR. E. ANDRUSS 
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visable, because having these concealed lights so placed 
that they illuminate the background features not only 
attracts attention to them, but, when the background in- 
cludes two or three planes or set-backs, serves to add 
to the apparent depth of the setting, giving a more pro- 
nounced three-dimension effect which is very attractive. 
In fact, such a background can be made quite as ef- 
fective as the more elaborate space-occupying build-up. 
Alternating lights should be used where possible; that 
is, the regular window lights should be dimmed when 
the background lights are brightened, and the back- 
ground lights should dim as the front lights, given extra 
wattage, become intense. 

This plan has the effect of attracting attention of 
passers by to the message of the background setting, 
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Lower panel is white and has a three-inch setback, 
on which candles stand. These are sections of white 
poles, with flames of tin, painted yellow. Tin or 
silver card disks are fastened to the red upper back- 
ground, behind each flame. A light bank with flasher 


concealed behind lower panel gives a striking effect. 


and, with the change of lights, transferring that atten- 
tion to the merchandise. The intensified light on the 
merchandise should be held at least twice as long as 
the background lights; possibly three times as long. 
The light “strips” used for the background may be the 
regular bulbs, white and colored as needed, set on nar- 
row boards, or on circular panels, if required. Or the 
new fluorescent lights may be used. 

[TURN TO PAGE 27, PLEASE] 
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Famous Charleston Store 
Features SHOES 


Correct Fitting Plays an Important Part in 
the Policy of James F. Condon & Sons, Ince. 


SHOES have long been a most important branch of the business 
of James F. Condon & Sons, Inc., department store in Charleston, 
S. C., one of the old established and widely known retail insti- 
tutions of the South. Matthew A. Condon is executive head 
of the shoe department and W. I. Cormier is department manager 
under him. James Condon, son of Matthew, is in charge of the 
second floor and Mrs. M. S. 
Hardwick is in charge of the 
children’s shoe department. L. 
W. VonGlahn is in charge of 
window displays and promotion. 
Lines featured in Condon’s 
shoe departments are: 

Women’s—Selby’s Arch Pre- 
server, Enna Jettick, Red Cross 

and Walk Over, in women’s. 
Men’s—E. T. Wright Arch Pre- 
server, Walk Over and Freeman’s. 
[TURN TO PAGE 27, PLEASE] 


Left, W. 1. Cormier, shoe department 

manager for James F. Condon € Sons, 

Inc., and right, Everit B. Terhune, 

president of Boot and Shoe Recorder, 

who visited the — on a recent trip 
south. 


md up-to-date in 

of its business activities, 

Ci ton still reflects the at- 

here and of the Old 

South, and it has many citizens 

who recall its past glories as well 
as its present greatness. 
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““‘WHEN SHOULD A GALOSH that, of those expressing a brand preference, 


the vast majority specifically want the Talon 
slide fastener on slide-fastened merchandise. 


HIDE ITS FACE?” 


In fact, the ratio of preference is so high that 
for every single vote received by the second 


ANSWER: When it has a slide fastener no 
one ever heard of! 
The proof of that statement is just this: 
Recent impartial mail surveys among thou- 
sands of consumers, supervised by lead ing 
stores in a number of cities, show . . . 


+ babies | 3: ariel Por: 


ranking brand, the Talon slide fastener re- 
ceives more than 70 votes! 

Give the public what it wants! ‘Take a sec- 
ond look” at your galosh orders to make sure 
you've specified the Talon slide fastener. And 
check deliveries to make sure you get it. 


TALON SLIDE FASTENER 


Reg. U.S. Pat. Off. 


MADE EXPRESSLY FOR GALOSHES BY 
TALON, INC., MEADVILLE, PA. 
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OUTLOOIN 


Styling Is a Cooperative Function 


WAR or no war, the normal functions of making up 
a line of shoes, showing them to merchants, etc., go on 
their natural course. It must be pretty much the same 
thing in England, France, Germany and in other dis- 
turbed sectors of the globe—because the need for shoes 
is almost as functional as eating and sleeping. But war 
and thoughts of war do have their influences on both 
the fashions and the economics of the shoe industry. 

The testing period for the styles of 1940 starts this 
week, because Spring lines are now ready for showing. 
When a manufacturer prepares three hundred new 
samples, he hopes that his real production will be on 
less than a dozen numbers so displayed. 

No one has yet been able to determine the value of 
the emphasis put upon certain shoes in a sample line 
by buyers making their early selection, The testing for 
salability is a real contribution. It was very nicely 
stated at the recent trade meeting in Boston—that “man- 
ufacturers and retailers are not different individuals 
but part of the same individual and it is only by recog- 
nizing that and by carrying on the joint tunction of 
manufacturing and distribution as if it were one in- 
dividual that success can be achieved.” 

That’s a true statement and well worth remembering 
because it would be an economic nightmare for any 
manufacturer to be called upon to put into production 
his entire run of first sampies; and confusion worse 
confounding for the retail shoe merchant to carry that 
number of shoes, complicated by sizes. 

So the next few weeks are of very great significance 
in the cooperation of the buyer in interpreting his local 
demand for types of shoes. For in the race of fashion 
this is the elimination race out of which will come a 
dozen or more thoroughbreds to run the course in the 
majority of shoe stores of America in the first six 
months of 1940. 

Merchants are asking of manufacturers the pedigree 
and background and fitting performance of the foot- 
wear fashions for the next season. This has put an 
added responsibility on the styling departments of 
manufacturers because, as one merchant put it: “They 
had better be right or they and I are out of business.” 


bg ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


If he could see the national picture then he is better 
protected in his local selections. 

The picture of fashion as it comes to us from Paris 
is not so important this year because of the fact that 
Paris styling is war-minded and ours is peace-minded. 
Shoe men who live by styling want opinions—FIRST- 
from New York, as to line and silhouette; SECOND- 
from Hollywood, as to design, distinction and detail; 
and THIRD—from Florida, as to color and atmosphere. 

We mention all these things because any nation 
that makes 400,000,000 pairs of shoes, makes shoes 
for fashion first and utility second. You can’t 
maintain that volume on use alone. It’s the fash- 
ion flavor of the shoes that makes them wantable. 
We are the one nation on the face of the globe 
that is definitely luxury-minded, leisure-minded 
and vari-shoe-minded. 

So, in spite of the fact that prices will rise, we in 
America know that the right style shoe will sell; the 
wrong style (no matter how useful) will travel the bar- 
gain trail. 

This week’s meeting of style-minded merchants in 
New York, at the Guild showing and at the other hotels 
where important openings are scheduled, represents co- 
operative testing in the laboratory of industry. 

Because the shoes represent style first, the economics 
of price were of second consideration. 

The important things is the right styles in the right 
colors for a better Spring of 1940. 

There is reasonable expectation that the public will 
expect quality because, in many shoes, you cannot re- 
duce the elements of leather and materials beyond the 
point at which they now are. There is reasonable ex- 
pectation of more money for retail purchasing— if 
enough people expect a boom it comes—for better 
business brings better prices and better wages follow. 
War or peace—hbetter business is in the making. 





What about Last Year's 
Jarman Advertising? 


Yes, and the years before that!—Jarman Repre- 
sentatives have a big story to tell about Jarman 
Advertising for 1940.—Space will be taken in 
Esquire, Life and the Saturday Evening Post on 
a schedule 48 per cent larger than in 1939.—And 
there’s an even bigger story than next year's 
Jarman Advertising.—It dates back to the first 
Jarman ad ever run.—It covers millions of pages 
in the finest national publications in America. 
More impressive advertising, too, because Jarman 
has used more full-color full page advertisements 
than any other manufacturer of men’s shoes! — It's 
next year’s advertising, this year’s, last year's, 
and all the years before that build the story of 
Jarman’s aggressive, progressive leadership! 


JARMAN BHOE CO. Orv. OF GENERAL BHOE CORP NABGHVILLE. TENN 
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AINTY TOE STYLES for the Fall season call for 
Matched Pairs by Celastic. 


TRIM ON THE FOOT — Celastic brings style to the eye in 
the neat smartness it gives the toe. Celastic brings com- 


fort to the foot by eliminating wrinkled linings. 


THE QUALITY 


TRUE TO THE LAST — Celastic reproduces the lines of BOX TOE 


each pair of lasts — accurately — smoothly. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





serves 
cliente 
ties, he 
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Planning Christmas Windows 
[CONTINUED FROM PAGE 21] 


The window sketch showing the row 
of candles set on the top edge of the 
“stepped” panel is very simple, but 
when the Christmas red of the back 
panel is illuminated by lights back of 
the lower panel, the glow of the color 
is a striking contrast to the shiny tin 
disks and the white candles. In the 
setting where round decorative panels 
are suspended on white ropes, lights 
concealed by the panels can alternately 
“paint” the white background in a glow 
of red, or blue, or green. A spotlight 
trained on the Santa Claus panel will 
give extra emphasis to the central 
theme; and, as the background lights go 
off and the background becomes white, 
the intensifying front lights call full 
attention to the merchandise. The 
Santa-signboard idea is three-plane, the 
red background, the sign in green on 
white, and the Santa cut-out which is 
set far enough before the sign panel 
to permit lights to be concealed behind 
it. A spotlight illuminates Santa. 

These are only three of many dif- 
ferent things that can be done with 
two- and three-plane backgrounds. To 
heighten the illusion, consider using 
wings and drop near the glass. They 
are simply side and top panels, used as 
the proscenium or arch of a stage. They 
“frame” the whole setting, tying it to- 
gether and creating the illusion of still 
greater depth in the small, shallow 
window. 

Motion is a good eye-catcher. The 
mechanically minded display man can 
add features that will get attention, 
such as a Santa and reindeer cut-out 
on an endless belt, run along the top 
of a snow-clad hill, silhouetted against 
a starlit and dark blue sky. Or, he can 
concentrate attention on some high spot 
items in the display by use of small, 
inexpensive electric turntables. Don’t 
forget, as you plan your Christmas dis- 
plays, that the really “clever” window 
is one that sells merchandise; the smart 
ideas are directed entirely toward that 
end—not to provide a circus or adver- 
tise the smartness of the display man. 


Two Beautiful West 
Coast Stores 


[CONTINUED FROM PAGE 14] 


serves, as well as the nature of its 
clientele. There are some characteris- 
ties, however, which seem to be common 
to such stores everywhere, and one of 
these universal marks of successful 
stores is the fact that they invariably 

up-to-date and abreast of the 
times, both in merchandising methods 
and store appearance. Thus Turrell’s 
has always made it a point to present 
an attractive appearance within and 
without, and to provide a pleasant store 
environment in which to serve its cus- 
tomers. The recent improvements and 
modernization program are in line with 
this policy. 
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SCHAN Z 


TAILORS TO 


satistying economy. 





Famous Charleston Store 
Features Shoes 


[CONTINUED FROM PAGE 22] 


Juvenile—Kali-Sten-Iks, Simplex, 
Virginia Shoe Company’s Play Poise, 
and J. Edwards & Company. 

The store also features the Daniel 
Green line of novelty and boudoir 
shoes and L. B. Evans’ line of slippers. 

All of the departments make a spe- 
cialty of correct shoe fitting and many 
of the Condon advertisements publish 
the names of the entire “Condon group 
of competent shoe fitters.” 


GENTLEMEN SINCE 1893 


— 
ae 


A cheap shoe can be made to look like a good shoe but wear 
quickly reveals the shoddy workmanship. Measured by service and 


satisfaction, it is a costly purchase. 

Clothes custom-tailored by SCHANZ have lor their foundation 
a heritage ol satisfying service. Beyond fit and style they reflect 
your individuality and enhance your most pleasing personality. 


Their initial cost when divided by the years they serve you and 
your pride of ownership make a SCHANZ wardrobe your most 


Custom Tailored To Your Measure $110 — 81 3 


745 FIFTH AVENUE AT 58™. STREET 
NEW YORK, 


N. Y. 





New Savannah Store Opened 


SAVANNAH, Ga.—The Marlyn Slipper 
Shop is the newest shoe store to be 
opened in Savannah, handling popular 
priced shoes and accessories for women 
and children. It is the twentieth store 
to be established by the S. & J. Simo- 
witz Shoe Stores, of Augusta, Ga. 
Modern and streamlined in construc- 
tion and in fixtures, the new store is 
one of the most attractive in the city. 


Barrow Named Shoe Manager 


MONTGOMERY, ALA.—G. W. Barrow 
has been promoted to the managership 
of the shoe department of My Shop, lo- 
cated at 23 Dexter. Avenue. 
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A Boot and Shoe Recorder Department 





We Repair Shoes, Too! 


There’s many a shoe store that re- 
pairs shoes or has an arrangement 
with a local repair shop to handle the 
repair business of its shoe customers. 
That idea isn’t new. 

But possibly you have been neglect- 
ing this little extra service business 
lately. Here is a suggestion seen in 
the John Ward shoe store, 1113 Broad- 
way, New York. A sign is hung 
across the center of the store above 
the chairs and suspended by wires so 
as to face that customer entering the 
store. The sign is about fifteen inches 
high and three feet wide and describes 
the repair specials and prices of their 
most prominent repair jobs. But, and 
here is the emphasis, a small spotlight 
is hidden over the front door and 
lights up the sign so that anybody 
entering the store can’t miss it. 


Sold! With Strings Attached 


S & Q Clothiers of Fort Worth, 
Texas, have built up considerable 
goodwill among their shoe customers 
by sending them a pair of shoe laces 
sixty days after they buy a pair of 


by JOHN F. W. ANDERSON 


shoes. Every time a pair of shoes is 
sold, the salesman takes down the com- 
plete data on the shoe model, color 
and size and the necessary reference 
information on the customer. The laces 
sent out are of the right color and 
length to match the shoes. They are 
fastened on a card through a couple 
of slits and are accompanied by a 
goodwill message. 

According to Matt Jure, assistant 
manager of the store, this little good- 
will card, usually mailed out in an en- 
velope with several manufacturers’ 
advertising pieces, brings customers 
back time and time again. 

* * # 


A Man’s Window! 

This is the Fall of he-man shoes— 
of heavy soles, rugged uppers and 
natural lines in rich brown shades. 

Yet, the National Shoe Store in 
Jamacia, New York, has one of the 
few display windows we have seen 
designed in complete harmony with 
this he-man merchandise. 

The artificial wood walls accurately 
reproduce the atmosphere of a man’s 
den, banners are hung on the wall, 
and books and pipes are placed 





S & Q Says— 


z Sixty days ago, you bought a pair of Shoes at this store. We 


43 sincerely hope that they were all that we claimed they would be. 
p They must have been or we surely would have heard from you. 





Incidentally, ‘tis about time that the strings were getting a little 
worn. Attached is another fresh pair with our compliments. 


Thanking you very kindly for the above purchase, and trusting that we 
may have the pleasure of again fitting you. when in need of a new pair, we are, 


Sincerely, 


S6@ ClothierD 


807 MAIN ST. 
FORT WORTH. TEXAS 








around the window in a careless off- 
hand fashion. In the center of the 
window is a huge cardboard figure of 
the head and shoulders of an outdoor 
man—with dark brown hat, suit and 
pipe. In fact the whole window is a 
symphony of the browns for men’s 
shoes for Fall. 
+ * * 
The Customers Like the 
Recorder, Too 


President V. J. Badagaliacca of the 
Ped-Agree shoe store in Paterson, 
New Jersey, writes in to say that for 
the past few years they have cut out 
the comic cartoons which appear in 
each issue of the Boot & SHor RE 
CORDER and pasted them in an album 

“This album,” says Mr. Badagali- 
acca, “we keep on one of the seats ir 
our store to amuse customers whilk 
waiting for our salesmen. We hav 
found that almost every one who has 
looked at the album has commented 
on it and has been amused. 

“Since it has gone over well at ou: 
store we thought it a good idea to le! 
other readers of the Boot & Sno: 
REcoRDER know about it so that they 
might try it.” 

* ~ * 
“The Style you can’t do without, 

the Value you can’t afford to pas 

up.” 

(Sonnenfeld’s, St. Louis 


* + 
The Art of Designing Shoe- 


In our wanderings, we have sec! 
numerous exampies of the shoe mak- 
er’s art in the shoe windows of t!« 
country. Cobbler’s benches, shoe ma <- 
ing tool, leathers, and shoes in vaii- 
ous stages of construction. All of t!' 
is excellent salesmanship for it sh« 
why shoes cost money and the amo. 1 
of work that is involved in the sh -- 
maker’s art. 

The Walk-Over Shoe Store on up; ° 
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BEST IDEA OF THE WEEK 


Buying Customers at 25 Cents Apiece 


(Hatu’s Suoes, Inc., Newark, N. J. 


O. P. Ideator—*“1 came over to investigate this story 
I hear that you are trying to educate the people of 
Newark and the surrounding towns to the advantages 
of wearing better shoes. I like your idea, but don’t 
you think it is rather a big job for one shoe mer- 
chant?” 


Mr. H. A, Hali—“Yes, it is a big job, but I think I 
am doing more than my share. Once a week, usually 
on Monday nights I get a woman’s club, association 
or society together in the small hall over the store next 
door. There I give them a little talk on the human 
body, posture, structure of the foot and the proper 
fitting of shoes. To make this talk as interesting and 
effective as possible I offer a prize of a pair of $10.50 
shoes to the customer who can answer four questions, 
and some moving pictures of shoe fitting which I took 
myself.” 

O. P. Ideator—“That certainly sounds like a com- 
plete program.” 

Mr. Hali—“It is, but you'd be surprised how little 
the average person knows about the problems of the 
foot. After the talk I hold a question and answer 
forum to clear up any points I may have missed.” 


O. P. Ideator—‘“I think your idea is great, but how 
do you get so many people to come? I hear that you 
get nearly a hundred people out to some of these 
lectures.” 


Mr. Hall—*“That is all taken care of by a very 
simple arrangement. For every club or association 
member that attends, I pay 25 cents into their trea- 
sury. It isn’t many clubs nowadays that can sneeze 
at 20 or 25 dollars.” 


O. P. Ideator—“That’s all right but don’t you think 
that’s a rather expensive way to build up goodwill. 
Do you get 25 dollars worth of goodwill out of a 
meeting a week?” 


Mr. Hall—“That and more so. You'd be surprised 
at the way those familiar faces begin to trickle into 
my store weeks after a lecture. And most of them 
have never been into the store before. And of course, 
at the lecture I’ve tried to convince °em of the advan- 
tages of good shoes so there is not much concern about 
price when I begin fitting them. Is it worth it!—Ill 
have you know that I am booked up for every Monday 
night up to the end of March!” 











Fifth Avenue, New York, goes one 
step further with an interesting and 
instructive display of the art of de- 
signing shoes. The instruments of 
the designing table, patterns, and 
sketches of the steps in designing a 
Walk-Over shoe are attractively dis- 
played in the window. 

An excellent way to educate the 
customer to the value of better shve-. 


* * * 


Time and Foot Saver 


We don’t know how many times 
we've been in a shoe store and seen 
a customer come in who wanted to be 
shown such-and-such a shoe in the 
window—(“You know the one I 
mean.”) The salesman removes the 
customer’s shoe, leans forward, and 
intently tries to pick up a hint from 
the customer’s conversation which 
will identify the shoe. No luck! The 
salesman puts the shoe back on again 
and takes the customer out front to 
have him or her point out the shoe in 
particular. They return, and the cus- 
tomer is firmly convinced of the igno- 
rance of the salesman and the prob- 
ability of a poor fit. 

It is a great help to the salesman 
and to the customer to put a card 
with an identifying number beside 
each shoe in the window or the num- 
her could be put on the price card. 


Catching the Children’s Fancy 


Condon’s shoe store, Charleston, 
S. C., staged an interesting and thor- 
ough promotion of children’s shoes 
during the month of September. 

One window was completely given 
over to a display of children’s shoes 
based on the theme of the motion pic- 
ture “The Wizard of Oz.” Through 
the assistance of the local theatre, Mr. 
Matthew A. Condon was able to obtain 
the shoes worn by the characters in 
this picture. To make the promotion 
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Adding new glamor to the evening. 


complete, newspaper ads in the 
Charleston Evening Post completely 
described the children’s shoes carried 
by Condon’s store and offered a sou- 
venir with every pair of boys’ and 
girls’ shoes while “The 
Wizard of Oz” was showing at the 
local theatre. 


purchased 


“That Boxy Last—that has smart 
women clamoring at our doors.” 


(Arlace, Boston) 


~ 7 * 


Pumps Take a Bow! 


This has developed into a great Fall 
for black suede pumps. And when 
we have a good pump season we also 
have a good season for gadgets to 
hang on the pumps—buckles, bows, 
monograms, etc. You know, for the 
woman who likes pumps but wants 
them just a little different from the 
run of the mill. And now comes the 
fur bow. 

In fact, The R. H. White Co. in 
Boston is featuring a suede pump at 
$6.50 and persian, lapin, galyac, and 
mink bows priced from $1.00 to $2.95 
all designed to make your pumps a 
little different, a little more beautiful, 
and more practical by making one 
model convertible into several different 
styles. 
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Head table at the New England Shoe and Leather Association’s Trade Night dinner meeting in Boston. From left to richt- 

Eugene L. Wyman, treasurer; John S. Kent, Sr.. former president; Francis P. Murphy, former governor of New Hampshire; 

J. Franklin McElwain, vice-president: Ward Melville, guest of honor; George A. Dempsey, president; James H. Powers, 
guest speaker; A. W. Zelomek, guest speaker; Louis H. Salvage, vice-president; Maxwell Field, secretary. 


Rigid Price Lines Raise Serious Problem 


Bracket Theory of Pricing Shoes Largely Ac- 
countable for Present Predicament of Merchant 
and Manufacturer, Boston Trade Group Told 


FEO ye EK cane et 


THE predicament in which the retail shoe merchant 
now finds himself—inability to get a proper price par- 
ticularly for his women’s shoes—was dealt with by 
Ward Melville, president of the Melville Shoe Corpora- 
tion, and head, also, of the National Council of Shoe 
Retailers, Inc., at a largely attended dinner meeting 
held in Boston on October 25 under the sponsorship of 
the New England Shoe and Leather Association. This 
meeting is what has come to be known as “Trade 
Night”—an annual affair at which problems peculiar 
to the shoe and leather industry are discussed by men 
who are nationally prominent. 

After outlining the problems posed by rising costs of 
labor and taxes, by the demand for more expensive 
improvements and store fixtures, and by the necessity 
of meeting a fixed expense which persists regardless 
of volume, Mr. Melville, who was the honor guest of 
the evening, discussed what seems to be a problem of 
even greater importance—that of price psychology. 

The retailer, he said, “must decide whether he shall 
be governed by the so-called bracket or price-line theory 
of pricing or by the actual cost-variable theory. It is 
well known that certain prices are acceptable to the 
shopper when even lower prices are psychologically un- 


acceptable. The public apparently will buy more readily - — 


at $3.45 than at $3.43 or at $3.38. It will buy freely at 
$1.98, but hardly at all at $2—just two cents more. 
Some of the most successful merchants consider certain 
price lines absolutely inviolable—they will sell at those 
prices only. The retailer suffers for the practice of 
following this theory and through him the manufacturer 
suffers also. In the field of women’s shoes this theory 
is followed well-nigh universally.” 

Mr. Melville pointed out that this bracket theory of 
price has been exploded in the men’s field, expressed 
the belief that it could also be exploded in the women’s 
and offered this, among other things, as one achieve- 
ment to be aimed at by means of an industry-wide 
program involving the cooperation of all ethical manu- 
facturers and retailers. The basis of such a program. 
he said, already exists. 

In a discussion of economic conditions in the allied 
industries, which preceded Mr. Melville’s address, A. W 
Zelomek, economist of the International Statistica! 
Bureau, pointed out the difficulty shoe manufacturer< 
have in increasing their prices since “so many shoe- 
are retailed in certain definite price lines.” 

A study of the industry, he said, shows that wholesal: 
and retail shoe prices lag during periods of rising price- 

[TURN TO PAGE 45, PLEASE 
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Extra comrort is assured by the layer of Armstrong's Gridded Cushion 
Cork in this smart brogue toe shoe, It is number 2706, in tan Alaska Antique 


leather, from the “Emerson” line of R. P. Hazzard Company, Augusta, Maine. 


MORE COMFORT. .°. MORE CUSTOMERS 
when you specify 


Armstrong’s Cushion Cork 


RMSTRONG’S Cushion Cork 
—Plain or Gridded—makes 
possible a new degree of built-in 
foot comfort. And more comfort in 
the shoes you sell means increased 
sales for you! 

This highly resilient cork-and- 
sponge-rubber midsoling or filler 
material cushions the foot against 
the shocks of everyday walking on 
hard pavements and floors. Gridded 
Cushion Cork, which is used in the 
Hazzard model illustrated above, 
has an extra advantage: its spe- 
cially-constructed channels, besides 
providing increased resilience, allow 
maximum air circulation through- 
out the shoe. 

Cushion Cork also combines the 
advantages of light weight, flexi- 
bility, and insulation in a manner 
that assures increased customer- 


satisfaction. All these qualities last 
beyond the life of the shoe. That’s 
why this remarkable material is 
being used so widely today—in 
shoes of Goodyear Welt, McKay 
Sewed, Littleway Process, and 
many other types of construction. 

Why not take advantage of the 
extra sales value of Cushion Cork 
by specifying its use in the next lot 
of shoes you order? Arm- 
strong Cork Co., Shoe Prod- (ay 
ucts Section, Lancaster, Pa. 





HOW TO BOOST YOUR SALES! 


Neat time you order, specify Arm- 
strong’s Cushion Cork as the midsol- 
ing or filler material. 
Then tell customers how Cushion 
Cork gives added comfort: 
1. Its resiliency cushions the foot. 
2. It assures permanently smooth 
insoles. (No “bunching” or 
“creeping.’’) 

3. It offers light weight, extreme 
flexibility, and insulating ca- 
pacity, as extra values. 











ARMSTRONG’S SHOE PRODUCTS 


CORK BOX TOES 


CORK COUNTERS 


HOT AND COLD PROCESS BOTTOM FILLERS 


PLAIN CUSHION CORK - 


GRIDDED CUSHION CORK 
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ns “Suppers 


This will be the greatest year on record 
for stores carrying Evans Slippers. More 
National Advertising will be used ... 
our in-stock service increased. Write for 
catalog showing over 75 in-stock styles. 


lt. 8B. EVANS’ SON COMPANY . 
Wakefield, Massachusetts 


Ypres guide f hs best ix Mea Legprs 





Department of Commerce, Bureau of the Census Current Statistical Service 


Sales of Independent Shoe Stores 


August, 1939 


Dollar Sales Reported 





Percentage 
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Number Change 
of Sept., 1939, from 
rras ——_——_7-. 
State Report- Sept., Aug., Sept., Sept., Aug., 
Code States by Regions ing 1938 1939 1939 1938 1939 
Sn Ndbdunsseaboodee 525 + 3.1 +37.4 $3,208,643 $3,113,411 $2,335,705 
New England ............. 27 + 2.5 +45.2 122,412 119,424 84,295 
06 Connecticut ............ ev gate aoee ‘eee see hae 
23 ED decdpcrccccuseaces ah $éng base cone wees see 
25 Massachusetts .......... 27 + 2.5 +45.2 122,412 119,424 84,295 
34 New Hampshire .......: wi sas Séee ye ant idee 
45 Rhode Island ........... 
53 WEES Lo sccccicécrveces 
Middle Atlantic .......... 63 + 8.8 +62.3 576,911 530,323 355,486 
35 New Jersey ............ “se eabe évé wees wahee — 
37 i? Mn: gon scececsted - énse ame anee oes = 
44 Pennsylvania ........... 63 + 8.8 +62.3 576,911 530,323 355,486 
East North Central ....... 97 + 2.0 +44.2 786,348 770,685 545,371 
13-14 DD airédngacenacoete 26 + 6.0 +40.7 102,325 97,452 72,741 
15 DEED. a cccccdceccvcéve 13 — 18 +34.0 64,800 65,973 48,376 
26 De ecpecacesdeeses a ease and oane eee an 
41 DE dvehedés de cecsaeaky 38 + 3.1 +47.2 507,933 492,851 345,146 
58 Wisconsin .....ccecssees 20 — 2.7 + 40.7 111,290 114,409 79,108 
West North Central ...... 68 + 18 +-36.7 235,152 230,929 172,741 
16-17 a4 hn oheoe-ckd sue nerks 24 + 3.8 +37.1 107,067 103,133 78,104 
18 DN J iddeegehseteeoor 10 — 44 +44.8 28,646 29,950 19,78: 
27 Minnesota .............. _ Te abe eas ines —- 
29-30 DE Sab cbesces ceded 28 — 2.2 +34.8 72,047 73,684 53,44: 
32 DEED. “w'cccoséde code ® ne be wed saan = 
40 North Dakota .......... 
47 South Dakota .......... 
Seuth Atlantic 25 + 14 +-66.5 119,495 117,792 71,781 
07 SEE. wbecotiveceess os ease =e es ven a 
68 Dist. of Col . ye : “tse a 
09 DUE. Wace ecccsecoeces ° bus cede nae néne — 
10-11 CEE. nadie ccewesececese 11 — 0.6 + 67.7 58,749 59,103 35,02¢ 
24 Maryland ...........-. a Juct Fear pees ched nae 
38-39 North Carolina ......... ie 
46 South Carolina ......... ® 
54-55 _ ere os 


West Virginia 









01 Alabama . 
Kentucky 
Mississippi 





East South Central 





13 
13 


_ ++ 


- oe 
> too 












82,794 
82,794 


49,14¢ 
49,146 


85,935 
85,935 


























West South Central ...... 22 — 2.3 +60.5 200,711 205,487 125,067 
03 Arkansas .........--.+5- ° ess sees aoe site bis 
22 RE, veccccctadeces eee 
42 Oklahoma ........+..+-. ° awe sees ends ease - 
49-51 TED “wedcdbe ceccoeveqen 17 — 2.9 +64.0 148,909 153,291 90,794 
SL «ov ecctdvcecsswes 46 — 12 +22.7 206,285 208,734 168,168 
02 BOD ccc wececvec cts cds ° seve edee owee cone s 
05 GED co cdiccccccvéesss ° ‘ ae “2 
12 DEED ecccecoctecveccees ° anse cain ey oumre “a 
31 PN Seccdevscesennod 11 + 2.9 +20.5 44,299 43,052 36,774 
33 POUND cwecececceesnses ® aly éods Soak Tae ; 
36 New Mexico ............ ° 
52 MEE cabcectwedevecesiege ° 
> 


Wyoming . 









Oregon 
Washington 


California ............+. 


++++ 


3 +14.6 875,394 847,183 

1 + 7.8 601,658 596,393 558,155 
9 +28.9 76,650 72,369 59,477 
8 +35.0 197,086 179,421 146,019 


Cae co 

















City 


City of Los Angeles ...... 11 + 0.9 + 2.6 103,933 103,042 101,25 
City of Portland ......... 14 + 8.7 +23.1 44,449 40,881 36,105 
City of St. Louis ......... 11 — 6.7 +39.2 32,496 34,841 23,352 
City of San Francisco .... 12 +10.9 — 54 163,926 147,837 173,31 

City of Seattle .......... bd page ame cnr siaticen 


of Chicago 




















*Insufficient data. 





First Sale in 46 Years 


ALTON, IOWA 


John and Peter 


Schroeder, who have been in the shoe 


business since 1893, when they en- 


tered the business to assist their father, 
the late Nick Schroeder, in the store, 
and have conducted it as partners since 
1905, are holding the first store-wide 


sale in the history of their business. 
They have been in their present loca- 
tion since 1895. They have secured the 


services of an out-of-town man to com- 
duct the eight-day sale in which they 





hope to sell at least one-half of the 
stock, although the entire stock is on 
sale. 







Proper Store Remodeled 


Detroit, Micu.—H. L. Proper & S« 
west side merchants, who have been in 
business here since 1920, have remo:l- 
eled and extended their shoe depa't- 
ment, increasing the capacity of the 
department 100 per cent. The amout 
of stock has been doubled. This comm- 
pany handles men’s shoes exclusively 
















794 
168 
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Hides and Futures Lower 


Variety of Factors Influences Selling 
at Lower Price Levels 


New Yorxk—As shoe manufacturers announced prices 
on Spring lines during the Shoe Fashion Guild Show 
here this week, hide and leather values turned easier. 
Hide futures on the commodity exchange declined for 
the third successive week. 


| Cole wT 
ZA haan 





( ge aehk 


BENCHED SHOES 


Chicago packers early this week sold 25,000 native | 


bullhides at 10 cents per lb., off one cent from the | 


previous sale and Europe bought 20,000 hides from 
South American plants on a basis of 13% cents per lb. 
for standard frigorifico steerhides, off 44 of a cent. 
The trading at lower prices had been discounted by 
the New York Commodity Exchange, where hide fu- 


1278 vo SOW 


\ 


Sor Furticulartislomers 


tures last week dropped 61 to 71 points. The immediate | 


‘ause of the sell-off was heavy selling by hide dealers, | 


which uncovered buying through commission houses 
only on the scale-down. 

Both the large volume of trading during the week 
1,101 contracts or 44,040,000 Ibs.) and the sizable 
increase in the short position on the exchange indicated 
that the selling was hedging of actual hide inventories 
by the trade. 


Factors which influenced selling at lower levels, ac- | 


cording to brokers and traders, were: 


Disappointing reports from shoe retailers. Fall shoe | 
sales increases over the 1938 season have lagged behind | 


retail sales increases generally. There has been strong 
resistance to increases in wholesale shoe prices. 

Leather markets were relatively quiet. This was not 
considered surprising in view of heavy purchases during 
September. In fact, despite a lull in new business, many 
tanners were busy filling a backlog of orders. 

Decreased buying of leather in turn checked tanner 
purchases of hides. Reported sales by packers for the 
week totaled only 38,500 hides, although undoubtedly 
additional business was booked with private tanning 
connections. Last sales were 154 cents per lb. for 
light native cowhides. This price is 4% cent below pre- 
vious sales. 

Nevertheless packers continued their policy of not 
accumulating hides for any length of time in their 
warehouses, as witnessed by last week’s and this week’s 
price concessions. 

Some selling was influenced by trader opinion that 
the European war on land was at a stalemate and 
export sales of hides would not reach expectations. 

Hide price declines were sympathetic with a leveling 
off in most commodities. The Dow-Jones index of 
commodity futures closed at 55.33 compared with 55.92 
at the end of the previous week. Moody’s index of spot 
commodity prices dropped from 167.2 to 163.9. The 
stock market on the week was unchanged to fractionally 
lower. 

Cattle slaughter increased. Some increase in the 
slaughter of cattle, and consequently in the supply of 
hides, is normal at this time of the year as farmers 


BE. 0. BAAN 


Crstom Shoes 
10% ... 12% 


Cole Rood & Haan Co. 





send their animals to market rather than feed them 
through the Winter. 

So far this year slaughter has run somewhat under 
the 1938 kills. However, the U. S. Department of Agri- 
culture commented, “Because of poor prospects for 
Winter feed, marketings of cattle in the late Summer 
and early Fall from the western states have been heavy 
and total marketings from these states for the Fall sea- 
son this year probably will be larger than last . . .” 

The selling was absorbed by commission houses and 
traders who said the continued favorable industrial 
expansion justified a firm hide market. Hide prices 
generally move in close correlation with rate of gen- 
eral business. 

The size of the first war buying wave in September 
was reflected in month-end figures released this week. 
Tanner sales (leather consumption) during September 
were the equivalent of 1,904,000 hides to outstrip pro- 
duction of leather. Leather produced was the equiva- 
lent of 1,788,000 hides, or 116,000 less than leather 
used. 

Total visible supplies of raw hides, in process stocks 
and finished stocks in all hands on October 1 was 12,- 
553,000 hides, a decrease of 74,000 hides under Sep- 
tember 1 stocks. The stocks were 80 per cent of those 
normally on hand at this time of year. 

The extent of the war buying was also indicated by 

[TURN TO PAGE 49, PLEASE] 
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Futurama Colors 
Glazed Kid and Maracain 


HEERE are the colors that will make con- 
versation tomorrow. New Castle pastels 
in the past have created tides that swept 
the country, and our Futurama colors 
have all the qualities for a great future. 
Each of these brilliant shades has yellow 
— the color of sunshine — as one of its 
component parts. Each color blends with 
the others, with beige, brown and white. 
Each color faces a double schedule, for 
they are equally effective in Maracain 
for play shoes, and in kidskin for after- 


noon or evening. 


New | Cretle (oa ZA lied Xd Fe itinny 
100 & old eet, New York City 








BOOT ann SHOE RECORDER, November 4, 1939 


THIS WEEK IN THE 


Saturday, November 4, 


SHOE TRADE 


1939 


National News 





Manufactures Census Starts January 2 





Enumerators to Visit All Manufacturing 


Establishments 


Whose Value of Products Exceeds $5,000—Reports 


Required 


WASHINGTON, D. C.—Starting Jan. 2, 
1940, each manufacturing establishment 
in the United States will be visited by 
census enumerators equipped with 
schedule forms who will obtain neces- 
sary reports for the Biennial Census of 
Manufactures which will form a part 
of the Decennial Census of 1940. This 
Census of Manufactures covers all man- 
ufacturing, printing and publishing 
establishments whose value of products 
exceeds $5,000 during the year covered 
by the canvass. Production activities of 
motion picture studios and laboratories 
are also included. Most concerns will 
report for the calendar year ending 
Dec. 31, 1939. In some cases where 
calendar year figures are not available 
reports for the fiscal year will be ob- 
tained. 

The field work will require a staff of 
12,000 enumerators working under ap- 
proximately 550 supervisors, directed 
by 100 area supervisors in census 
branch offices set up temporarily in 
convenient cities throughout the coun- 
try. This will not be a sample, but a 
complete enumeration. Reporting is re- 
quired by law. The field work will be 
completed within four or five months 
and at least the basic facts will be pub- 
lished by states and by industries dur- 
ing 1940. Statistics will also be pub- 
lished by industrial areas, counties, 
cities and towns, as rapidly as they can 
. and prepared in report 


The information to be presented in 
census report will include the num- 
ber of establishments, number of pro- 
Prietors and firm members, number of 
salaried personnel and wage earners, 


[TURN TO PAGE 36, PLEASE] 


by Law 





To Maintain Quality 
And Avoid Speculation 


St. Louis—Declaring that “war has 
never brought prosperity to any indus- 
try,” John A. Bush, president of the 
Brown Shoe Company, urged salesmen 


JOHN A. BUSH 


of the company’s United Men’s Di- 
vision to “hope, preach and work for 
an early and equitable peace.” Mr. 
Bush spoke at the opening session of 
the two-day semi-annual convention of 
the company’s men’s division, Oct. 23 
and 24, at the Coronado Hotel. 


“Although the present war already 
is making for a dislocation of goods 
and prices,” Mr. Bush declared, “our 
company will permit no unjustifiable 
advances in the prices of its shoes. War 
never made any of us any money, and 
I urge all of you to handle yourselves 
in the wisest possible manner in hop- 
ing, preaching and working for an 
early and equitable peace.” 

Mr. Bush pointed to the fact that 
the cost of hides and skins, which he 
characterized as war commodities, has 
advanced some since the opening of 
hostilities. He compared, however, the 
cost of hides of ten cents a pound at 
the start of the present war to their 
cost of slightly more than 19 cents a 
pound at the beginning of the first 
World War in 1914. 

“The Brown Shoe Company will re- 
fuse to speculate,” he continued. “We 
are going to buy our raw materials 
from day to day to meet our needs. 
We are also definitely committed 
against a policy of reducing quality in 
order to hold down prices.” 

W. H. Ogden, general sales manager 
of the company’s men’s division, pre- 
sided at the opening meeting, which 
was addressed also by C. R. Gamble, 
vice-president of the company. A pres- 
entation of new styles and lines in 
men’s and boys’ shoes was made by 
L. C. Lyda, merchandise manager. 


CCC Shoe Contract 


Boston, Mass. — The International 
Shoe Company of St. Louis has been 
awarded the contract to manufacture 
two lots of service shoes for the use 
of the Civilian Conservation Corps. In 
the first lot are 52,500 pairs of black 
Type B shoes, the contract having been 
awarded at a price per pair of $3.15. 
The second lot, composed of the same 
quantity, are Type E shoes, also black, 
at a price of $2.97 per pair. Type B 
shoes carry leather soles; Type E shoes 
carry rubber soles. 
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Employees Honored for Long Service 





Four employees of Hofheimer’s, Inc., are shown receiving gold and silver loving 
cups, presented them in appreciation of long terms of service with the company. 
Left to right: O. P. Eberhardt, 21 years; H. J. Ballard, 35 years; A. M. Mclver, 
50 years, and C. E. Corbell, 50 years. David S. Hirschler, president and treasurer 
of the company, who made the presentations, is shown at the extreme right. 


NorFro.tk, VA.—Hofheimer’s, Inc., the 
ranking shoe store organization in this 
section, honored six of its employees at 
the annual Shoe Club dinner and dance, 
held here, recently, and presented them 
gold and silver loving cups in apprecia- 
tion of their long service with the 
company. 

The “deans” of the organization in 
point of service were A. M. Mclver, 
aged 68, who has been with the com- 
pany for 50 years and who is believed 
to have the largest call trade in the 
city, and C. E. Corbell, aged 76, who 
also has been with the company 50 
years, and who now has a son working 
in one of the Hofheimer’s stores in 
Richmond, Va. Both were given gold 
loving cups. 

H. J. Ballard, aged 64, manager of 
the children’s department in the Ports- 
mouth (Va.) store, who has been with 
the company 35 years, and O. P. Eber- 


hardt, aged 56, who is said to have 
the largest call trade for orthopedic 
fittings in the main store on Granby 
Street, here, were presented with silver 
loving cups as an expression of the 
company’s appreciation of their service. 

Two colored employees of the organ- 
ization also were presented silver lov- 
ing cups. They were John Douglas, 
aged 53, who has been with the com- 
pany 37 years, all but five of which 
he has been head of stock, and Willie 
(George) Cobb, aged 48, a porter with 
the company for the past 21 years. 

The presentations were made by 
David S. Hirschler, president and 
treasurer of the company, before about 
200 members of the Shoe Club, who 
roundly applauded each honored em- 
ployee. Mr. Hirschler made an address 
in which he emphasized the significance 
of long-time service to the company, 
and its inspirational value to other 
employees. 





Manufactures Census 
Starts January 2 


[CONTINUED FROM PAGE 35] 


and salaries and wages paid during the 
year. Other items included will be cost 
of materials, fuel, purchased electric 
energy and contract work, value of 
product and the value added by manu- 
facture. In addition to these so-called 
“general statistics,” data on inventories, 
number and total rated horse-power ca- 
pacity of prime movers and generators 
and expenditures made during the year 
for new plants and. equipment will be 
collected. 

The Census of Manufactures was first 
taken in 1810, covering the year 1809. 
The Census of Manufacturing Activities 
of the United States was taken in con- 
junction with the Decennial Census 





(except that for 1830) up to and in- 
cluding the Census for 1900. Begin- 
ning with the year 1904, the Census of 
Manufactures was taken at five-year 
intervals through 1919 and since that 
time at two-year intervals. The 23rd 
Census of Manufactures will cover the 
year ended Dec. 31, 1939. 


J. S. Weare Named Cambridge 
Sales Manager 


CAMBRIDGE, Mass.—H. J. Kroto, ex- 
ecutive vice-president of the Cambridge 
Rubber Company, has appointed J. S. 
Weare, who has been manager of the 
company’s Chicago branch office for the 
past ten years, sales manager of the 
company. 

Mr. Weare has moved to Cambridge 
and now has his office at the company 
headquarters, Main Street, this city. 
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Retailers State Views 


On Convention 


RocHESTER, N. Y.—Members of the 
New York Shoe Retailers Association 
want their annual conventions to be 
held in Syracuse; they want them in 
the month of June—and of two days’ 
duration. 

This is made crystal clear in the 
results of a questionnaire which Presi- 
dent Ernest R. Park has received from 
Harold Read of Binghamton, chairman 
of the Convention Committee. 

Here are the questions — and 
answers: 

Should future conventions be held 
in Syracuse? 

Syracuse, 150. 

Other plan, 8. 

Should future conventions be held i: 
June rather than September? 


June, 151. 

September, 10. 

Should we hold a two-day (Sunda) 
and Monday) convention rather tha: 
a three-day convention? 


Two-day Convention, 151. 

Three-day Convention, 10. 

The vote on these three question 
will be submitted by the Convention 
Committee to the Executive Council! 
next June and it will decide what action 
is to be taken. 

Mr. Park said: 

“The Convention Committee has not 
yet made a recommendation, but the 
vote indicates what members of the 
association want regarding the time, 
place and duration of their conventions. 

“After all, these are the things which 
determine attendance. To illustrate, it 
is customary to hold a February meet- 
ing of directors, and the meeting in 
February of this year, which was in 
Syracuse, was attended by 100 retail- 
ers.” 

For a considerable time the annual 
conventions have rotated between Al- 
bany, Rochester and Syracuse, have 
been held in September and have lasted 
for three days. 

The proposed changes were made at 
the last convention in Rochester when 
it was decided to get an expression of 
sentiment through use of a question- 
naire. 





Interest in Fur Trimmings 
For Women’s Shoes 


St. Louis, Mo.—A trend toward fur 
bows for ‘women’s pumps is reported 
in the Shoe Salon on the third floor 
at Famous-Barr Co., here. This pro- 
motion was stepped up with the theory 
that fur was figuring prominently in 
all women’s clothing accessories, even 
jewelry. Offered at $1.50 were Mink 
tails looped and tied, silvered Belgian 
hare pompons, leopard, black-dyed 
Persian and beaver—dyed coney bows. 

Shoe observers look upon the intro 
duction of fur into shoes as giving »ew 
life to current selling favorites. 
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War Creates No Buying 
Flurry in Rochester 


RoOcHESTER, N. Y.—Higher prices for 
shoes is accepted by the public, here, 
as one of the certainties of war times, 
provided the war lasts. 

But there has been no accompanying 
wave of retail buying—no general rush 
to stock up against the inevitable. Ac- 
cordingly, the retail shoe business pro- 
ceeds along the even tenor of its way; 
a little quieter than had been antici- 
pated in view of increased employment. 

Unseasonably warm weather has had 
something to do with that. 

Another reason is that incomes — 
where they existed at all—have re- 
mained about what they were, while 
the income of others who have more 
recently acquired jobs have not yet 
created surpluses out of which many 
extras could be bought. 

Besides, the public feels that this is 
the beginning of a cycle of increased 
prosperity; that they will have more 
money later on and can afford to pay 
more for shoes. 

The “old prices” prevail quite*gen- ' 
erally. 

Some of the stores feature in their 
advertisements that they have not 
raised prices on stocks of shoes on 
hand, although replacements will be 
higher. Some sales at reduced prices 
are being advertised. 

Retailers, especially those who have 
long been selling at fixed prices, await 
anxiously for word from manufacturers 
regarding future prices. 


Holds Five-Day Foot Forum 


New York—R. H. Macy & Company 
held its first Dr. Locke Foot Forum the 
week of Oct. 23, at the Shoe Centre 
on the fifth floor of the store. Each day 
a motion picture, showing the Dr. Locke 
Foot Clinic in Williamsburg, Ontario, 
formed an interesting part of the pro- 
gram. Mr. Douglas Locke, nephew of 
Dr. M. W. Locke was present all week 
to consult with visitors to the forum 
on their individual foot problems. In 
addition, a varied program was pre- 
sented each day, aimed at consumer 
education in the matter of shoes. 

Monday’s program featured Mrs. 
William Dick Sporborg, president of 
the General Federation of Women’s 
Clubs, who spoke on “We Active 
Women.” Tuesday, Mrs. Gabriel Heat- 
ter, wife of the noted commentator, 
lectured on “In My Husband’s Foot- 
steps.” Wednesday’s program featured 
an interesting and informative talk by 
Harry Hamilton of the United Shoe 
Machinery Company on the history of 
shoemaking in America. On Thursday, 
Douglas Locke spoke on “A Personal 
Message from Dr. M. W. Locke,” and 
Friday’s program consisted of a forum 
by five women who discussed their foot 
problems. 

Miss Martha Manning, WOR radio 
commentator presided throughout the 
week. 


Red Cross to Maintain 
Prices Until May 26 


CINCINNATI, OHI0—Red Cross shoes 
will remain at their present wholesale 
and present retail price up to and in- 
cluding May 25, according to an an- 
nouncement by Joseph S. Stern, presi- 
dent of the United States Shoe Corpora- 
tion, at the semi-annual sales meeting 
here last week. 

The only reservation is that specula- 
tion is to be entirely eliminated in the 
placing of orders and only reasonable 
anticipated increases may be requested. 

The salesmen, who left for their ter- 
ritories Nov. 1, were instructed that 
the firm’s assurance of maintaining 
these prices is applicable only to the 
first trip that the salesmen make. 


Tendered Farewell Dinner 


DETROIT, MicH.—Michael Harris, as- 
sistant buyer of the shoe department 
of the J. L. Hudson Company, was 
tendered a farewell dinner at the Hotel 
Statler, by the officers and directors of 
the Detroit Retail Shoe Dealers Associ- 
ation, before leaving to assume his new 
duties as assistant shoe buyer, at Rich’s 
Shoes, Atlanta, Ga. 

Weir Stewart, of Marshall, Meadows 
and Stewart, Albany, N. Y., was a 
guest at the dinner, and made a brief 


speech. 


More Protests Against 
Admission of Czechs 


BALTIMORE, Mp.—The fight against 
the admission of additional instructors 
for the Bata Shoe Company’s plant at 
Belcamp, Md., continues at fever heat. 

While Bata had permission to bring 
in from Czecho-Slovakia one hundred 
workers to act as instructors in the 
new factory, now in the course of con- 
struction, only a portion of this quota 
has actually entered the country so far. 
Meanwhile, Representative Ambrose J. 
Kennedy, of Maryland, has joined Rep- 
resentative Edith Nourse Rogers, of 
Massachusetts, in a protest to the De- 
partment of Labor against the admis- 
sion of more workers from abroad even 
for a limited period. 

Baltimore labor organizations have 
also been active in the fight to prevent 
further importation of labor, In a 
letter to James Houghteling, Com- 
missioner of Immigration, Mr. Ken- 
nedy said that he had been informed 
that demands for skilled shoe workers 
for the Bata factory could well be met 
by qualified workers already in this 
country. 

Representative Kennedy has been 
informed by Baltimore labor orzaniza- 
tions that “there are thousands of shoe 
workers in the United States who are 
unemployed and enough for instruc- 
tion of beginners in the art of making 
shoes.” 





Exhibit Creates Interest in Shoemaking 


Marshall Field & Co., Chicago, Ill., recently employed a novel method of 
promoting a new men’s shoe that was made for them by Cole, Rood & 
Haan. One of Cole, Rood & Haan’s hand craftsmen was set up in the 
men’s department of the store where, working at a shoemaker’s bench, 
he performed the operation of hand butting on the moccasin type shoe. 
The exhibit was maintained in the department for three weeks and was 
very successful for not only did it stimulate sales on this shoe, but it 


cer 


a great deal of public interest in fine shoemaking. 
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Novel Display Sells Rainy Day Footwear 





This outstanding and novel window used by Nordstrom’s to promote rub- 
ber footwear and coats drew a great deal of interest and resulted in ex- 
cellent business on wet weather apparel. 


SEATTLE, WASH.—Cooperating with 
Seattle’s “White for Safety” campaign, 
Nordstrom’s designed a special “Rain” 
window, to display its U. S. Rubber 
Company coats and galoshes line. 

The window was prepared to look 
like the view seen through a frosted 
windshield with the windshield wiper 
working. 

The wiper was controlled by an elec- 
tric motor installed at the top. The 
frosted effect was worked out by spray- 
ing a blue-gray water color over a 
glycerine coating. 

The floor of the window was covered 
with black oilcloth. This not only made 
the floor resemble a wet asphalt street, 


but also gave effective contrast to the 
white coats and rubber footwear. 

The background was divided into 
three panels, each with a white coat 
pinned over a picture of a girl in a 
rain ensemble. Three inscriptions were 
on the paneling: 

“Her rainy day ensemble.” 

“Send them to school with dry feet.” 

“White for Safety.” 

The window proved to be one of the 
strongest selling windows the store has 
had this Fall. It showed up to good 
advantage from across the street, and 
people were encouraged to buy both 
coats and footwear. 





Production of Shoes in Canada 
At Record Level 


ToRONTO, CAN.—Canada’s shoe manu- 
facturing industry is booming, accord- 
ing to a report from the American 
consulate-general, Toronto, made public 
by the Department of Commerce. 

Production during August of this 
year of 2,453,069 pairs was the highest 
monthly output on record and exceeded 
the August, 1938, figure by 13 per cent. 
The cumulative output for the first 
eight months of 1939 amounted to 
15,536,833 pairs against 14,751,827 
pairs in the corresponding period of 
last year. 

Canadian shoe manufacturers, the 
report points out, do not anticipate that 
the current high rate of production 
will continue, although it is thought 
there will be sufficient business to al- 
low the industry to carry on at a satis- 
factory pace. Extra consumer buying 
which occurred during September will 
probably not have an adverse effect on 
factory production as increased op- 
portunity for employment in coming 
months will broaden the field for the 
manufacturers’ output. Up to the mid- 





dle of October contracts awarded to 
domestic manufacturers for army shoes 
totaled 125,000 pairs. 

No figures are available covering 
Canadian imports of footwear later 
than July. Aggregate imports for the 
12 months ended July, 1939, amounted 
to 467,373 pairs valued at $888,844 
compared with 206,926 pairs valued at 
$483,536 during the corresponding 
period of 1937-38. 


Named Shoe Manager 


JACKSONVILLE, FLA.— The modern- 
ized and enlarged Toggery Shop at 340 
Main Street, has placed Morris Nach- 
man in charge of the shoe department. 





Dickerson Renamed Vice 
President of Business Bureau 

CoLumBus, OHI0—Walker T. Dicker- 
son, president of the Walker T. Dicker- 
son Co., has been reelected first vice 
president of the Columbus Better Busi- 
ness Bureau for the coming year. 





Queen Quality Salesmen Meet 


St. Lours—The Queen Quality Shoe 
Co. held their semi-annual sales con- 
ference in St. Louis, last week. 

In going over the new samples the 
men were especially enthusiastic over 
the smart and youthful styling of the 
Queen Quality De Luxe shoes. The 
De Luxe Grade is a completely bal- 
anced line retailing in the $8.50-$8.75 
price field. The importance of this 
price group is steadily increasing in 
the larger towns and cities, it was 
stated at the meeting. 

In addition to the Queen Quality 
De Luxe Grade shoes, the men received 
their regular line, which combines all 
the high-style features in wanted shoes, 
and a complete line of welts. 

Queen Quality shoes for Spring will 
retail in the price range of $6.50 to 
$8.50-$8.75 and up. This includes the 
De Luxe Grade shoes. 

The representatives of the Queen 
Quality Shoe Company, a division of 
International Shoe Company, are: C. 
E. Joss, New England; C. H. Foss, 
New York State; New Jersey and Del- 
aware; N. C. Pyle, W. Va., Pennsyl- 
vania and Maryland; J. E. Jester, S. 
E. states, Virginia, North and South 
Carolina, Georgia, Florida, Alabama, 
Mississippi and Louisiana; L. D. Mazur, 
Ohio, Indiana, Tennessee, Kentucky 
and Southern Illinois; C. R. Drummond, 
Michigan and Northern Ohio; J. S 
Byrnes, W. Coast: California, Oregon, 
Washington, Nevada, Arizona and New 
Mexico; R. E. Byrnes, Missouri, Kan- 
sas, Nebraska, Colorado and Wyoming; 
E. W. St. John, S. W.: Oklahoma 
Arkansas, Texas and Western Louisi- 
ana; W. C. Lindsley, Northern Wiscon- 
sin, Upper Michigan, Minnesota, North 
and South Dakota, Montana and North. 
ern Iowa; J. H. Chapman, Chicago Dis 
trict: Northern Illinois, Milwaukee, 
Southern Wisconsin and Southern 
Iowa. 


Expect Milwaukee Christmas 


Sales to Top °37 


MILWAUKEE, Wis.—With employment 
on the climb, a Christmas gift buying 
season approaching and probably sur- 
passing that of 1937 is anticipated in 
many merchandising circles here. 

According to a report by the Wiscon- 
sin Industrial Commission, the Milwau- 
kee factory employment index jumped 
8.9 per cent from August to 98.0 in 
September, a new high since Decem- 
ber, 1937, when it was 101.5. 

The commission also declared that a 
preliminary survey indicated that O-- 
tober employment in Wisconsin, excl u- 
sive of the automobile industry, which 
was affected by strikes, increased 3 per 
cent over September. 

The Milwaukee Association of Com- 
merce’s credit report index, covering 
all branches of retail trade, hit a record 
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Mantield 


THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
ONLY 
BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


325 ARCH STREET 
PHILADELPHIA, PA. 


Write for 
Catalogue 


high of 198.0 in September. This repre- 
sented 15,233 reports against 12,521 
the previous month and 12,950 in Sep- 
tember, 1938. 

Shoe men regarded with considerable 
favor the statement by Governor Julius 
P. Heil that he believes a special ses- 
sion for enacting new tax measures can 
be avoided for six or eight months and 
perhaps entirely. 
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N.S.T.A. to Convene in 
Chicago January 5 


Boston, Mass.—The 29th annual 
convention of the National Shoe Trav- 
elers’ Association has been called for 
Jan. 5 and 6, 1940, at Hotel Morrison, 
Chicago. 

President Thorson, as chairman of 
the Board of Directors, circularized all 
affiliated associations for their prefer- 
ences in dates with the result that Jan. 
5 and 6, seemed to meet the convenience 
of the majority. As the National Shoe 
Fair will be held Jan. 2-5, delegates 
who wish to attend the convention will 
not have to neglect their own custom- 
ers and prospects to attend the meeting. 

All associations have been asked to 
give early and serious consideration to 
the formulation and presentation of 
Tesolutions at the convention. All com- 
mittee chairmen will send copies of their 
reports to the National office. 

Every association has been urged to “Plenty of wind but no sales.” 


Make a strenuous effort to have a ; 
large number of delegates present. (Submitted by R. A. Deats, 433 Summit Ave., So. Orange, N. J.) 















































































“LOUNGE ABOUTS"— the shoes with 
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Children's Shoes 
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Dr. Haines Shoes 






Filex-A-Proved Cushion 
jon, soft 


smooth 
feally designed; all 
leather. Write for Cata- 


SUPERIOR SHOE CO., 


508 S. Peoria St. 
alse carried in stock by 
American Shee Co., 8. Frieberger Bros. & Co., 
251 W. Jefferson St., 119-121 E. Columbia St., 
Detroit. Fort Wayne, Indiana. 


white Elk 
Mfrs. 
Chicago 
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Slippers 
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TURN SLIPPERS IN-STOCK 
No. 53 TAN—BLACK 
BLUE and BURGUNDY 






Send for 
catalog. 


WILBUR K. FOSTER, Haverhill, Mass. 
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Men's Sport Shoes 
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slipper comfort. 
1101. Men's Tan 
Dress Elk Zipper. 
Beige trim. 
Oakbend sole 
and insole, 
Stite == 
construction. 
6/12. $1.45. pos 
B1101. Boys’ ....1 . 40. 
1102. Men's White . . 6/12. $1.45. 
1104. Men’s Black . . 6/12. $1.45. 
1301. Men's Tan 
a i ren 
oceasin va m Pp, 

sole. Lasted 


in heel seat. 
6/12. $1.45. 
ery: Men's 
lack Elk, 
Black Patent Ne. 1301 
note Strap . . 6/12. $1.45. 
Men's B Elk, Black Patent In- 
step Strap ... 6/12. $1.45. 
Terms: 2/10 4/30 F.0.B. WN. Y. 
SERVICE BOOT & LEGGING CO., INC. 
120 East 16th Street, N. Y. C. 







No. 1101 






















Dates to Remember 








Monthly Showing Michigan Shoe 
Travelers Club, Hotel Statler, De- 
troit, Mich. ...... November 6, 7, 1939 


Shoe Market Days Iowa National Shoe 
Travelers Association, Hotel Fort 
Des Moines, Des Moines, Iowa. 

November 12, 13, 1939 


Monthly Shoe Buyers’ Days, Chicago 
oe Travelers Association, Hotel 
Morrison, Chicago, Il. 
November 27, 28, 1939 


Volume Shoe Manufacturers Spring 
Opening, Hotels New Yorker and 
Pennsylvania, New York City. 

December 3, 4, 5, 6, 1939 


National Shoe Fair, Hotel Stevens, 
WN on iweent tances Jan. 2 to 5, 1940 


Annual Convention National Shoe 
Travelers Association, Morrison 
Hotel, Chicago, Ill. ..January 5, 6, 1940 


Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
Jan. 7, 8, 9, 1940 


25th Annual Convention and Exposi- 
tion, Northwestern Shoe Retailers 
Association, Hotel Radisson. Minne- 
apolis, Minn. ....January 7, 8, 9, 1940 


Annual Michigan Shoe Fair, Michigan 
Retail Shoe Dealers and Michigan 
Shee Travelers Association, Hotel 
Statler, Detroit, Mich. 

January 7, 8, 9, 1940 


Annual Convention Texas-Oklahoma 
Shoe Retailers Association, Texas 
Hotel, Fort Worth. Texas. 

January 8, 9, 10, 1940 


Annual Convention Southwestern Shoe 
Travelers Association, Hotel Adol- 
phus, Dallas, Texas 

January 7, 8, 9, 10, 1940 


26th Annual Convention Middle At- 
lantic Shoe Retailers Association. 
Benjamin Franklin Hotel. Philadel- 
phia, Pa. ....Janmary 21, 22, 23, 1940 


Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3. 4, 5, 1940 





Shoe Sales Show Grading Up 


New ORLEANS, LA.—A survey of the 
various exclusive and department stores 
reveals the fact that in many instances 
the days of the “popular” priced shoes 
for women and men have disappeared; 
not that the stores themselves have ad- 
vanced prices to any great extent but 
the demand by customers show an up- 
ward trend. A decade ago women espe- 
cially, were satisfied with a five dollar 
shoe, whether a name brand or other- 
wise. Today even domestic servants 
ask for an $8.50 and up to $15 shoe, 
due in a measure to the greatly in- 
creased wage received by them aug- 
mented by the fact that their husbands 
are on the WPA at more than com- 
mercial wages and at the same time 
receiving food cards. The average 
men’s shoes will run in the eight dollar 
class. 
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Babies 


| are as “modern as tomorrow” —and so 
| gre the new square transparent display 
| boxes we can supply, with pique and other 
| fabric booties and novelties in the small 0-2 
size run. Make a showing of these spectacu- 
| lar units—they'll help dramatize your service 


to the younger children. 


MRS. DAY'S 


IDEAL BABY SHOE CO 
DANVERS, MASS. 





Tanning Co. Adds to Plant 


TARPON SPRINGS, FLA.—Erection has 
started on an addition to the plant of 
the Florida Tanning Company on Wal- 
den Street, in East Tarpon Springs, 
that will increase the floor space of th« 
tannery 40 per cent. 

John Klepach, the builder, states that 
the new building will be ready for occu- 
pancy in a short time. It is to be one- 
story 50 by 50 ft., of frame construc- 
tion, with concrete floor, and will house 
the wet tanning department, with the 
present building to be used for the 
dry skins. 

The Florida Tanning Company is 
operated by the Gaillourakis Brothers 
and since its opening a little more than 
a year ago, has increased its business 
each month. 


Old Pair of Shoes 


RICHMOND, VA.—“Dutch” Ingham, a 
Negro of Rappahannock County, Va.. 
claims to be the owner of a pair of 
shoes made 62 years ago by Wesley 
Hill, a Luray, Va., shoemaker. Thvse 
shoes, Ingham says, are still in fairly 
good repair. He believes they hzve 
been greased more than 150 times since 
they were made. The shoes were mide 
for a boy, and have brass tips, the tips 
showing the wearer stubbed his toes 
many times. Ingham got the shoes in 
a trade about 30 years ago. 
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Modern Store Opened on West Coast 


Exterior of Lingrens Shoe Store taken from Broadway. The store goes through 
the entire block to Telegraph Avenue. 


OAKLAND, CALIF.—What is said to be 
the largest, as well as one of the most 
complete shoe stores in Oakland was 
opened, recently, under the name of 
Lingrens, a composite word formed from 
the last names of O. C. Linn, president, 
and W. A. Green, secretary-treasurer, 
and the first name of S. A. Tanner, 
vice-president. All are veteran shoe 
men. 

Linn was with the Brown Shoe Com- 
pany for 18 years, serving as salesman 
and retail councillor, and working in 
various phases of merchandising. He 
resigned from that organization July 1 
to engage in this new enterprise. 

Stanley Tanner is field representative 
for the Brown Shoe Company for Cali- 
fornia and Nevada, while Wilbur Green 
has been associated with the Buster 
Brown Shoe Store in Sacramento for 
19 years, and will remain in that city. 
Mr. Linn will be the active manager of 
the new store. 

Lingrens has an ideal location, run- 
ning through the block from 1715 
Broadway to 1714 Telegraph Avenue, 
with attractive entrances at both ends. 

The Broadway entrance has a 25- 
foot front, and the Telegraph one is 
37% feet. Both have modern, Eastern- 
type, off-center windows, with attrac- 
tive four-and-a-half foot eye - level 
trims. 

It is a completely departmentalized 
store featuring shoes for the entire 
family. In the women’s section, which 
occupies the center of the store, are 
Naturalizers and Air-Steps, as well as 
Trip-Alongs, Odettes, Varsity Vogues 
and Lingrens Lovlies. 

The men’s section, which is in an 
alcove by itself, features the popular 
Roblee line for men and Jolly Stride 
for boys, while in the children’s section 
is found a full line of Buster Brown 
health shoes. Russell Tricoma, veteran 


Oakland shoe man, is in the men’s de- 
partment. 

The interior of the store has many 
attractive features, including a ladies’ 
powder room done in light blue, com- 
fortable chairs on the fitting floor with 
seating capacity of 80, with rich car- 
peting in a rust pattern. 

Two-tone terrazzo floors are in the 
outer lobby, with brilliant window 
lighting effects, and large neon signs 
above the entrances. 

“We shal] stress proper fitting of 
shoes in our store,” said Mr. Linn. 
“Shoes must fit the customer properly 
or we will not sell them.” 

Commenting on the excellent business 
which they have experienced from the 
opening day, he said, “It has been much 
better than we anticipated, and, of 
course, we are pleased. An interesting 
angle that has developed is that many 
people are using our store as a short- 
cut thoroughfare for going through 
from Broadway to Telegraph Avenue. 
That’s fine! I’ll be glad to furnish car- 
pet any day for people to walk on, for 
they see both our store and stock, and 
get in the habit of coming in here, and 
when they get ready to buy shoes they'll 
remember us.” 

The offices are on the mezzanine deck 
overlooking the main floor. 

In addition to the six salespeople, 
and cashier and bookkeeper, there is 
a saleslady in charge of the hosiery, 
purse and accessory section. 


Budd Store Opened 


ELIZABETH, N. J.—Budd Shoe Store 
has been opened by Mr. Kessler, who 
has conducted a family shoe store on 
Third Street, Elizabeth, for the past 
29 years. 

This new store handles better wom- 
en’s, men’s and boys’ shoes. 
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Leather Fibre Products 


BRIL * MASSACHUSETTS 


GEWATER 


McElwain Makes Boots 
For Byrd Expedition 


NasHua, N. H.—A special order of 
30 pairs of heavy, ski boot-type shoes, 
manufactured exclusively for the pro- 
posed Antarctic expedition of Rear 
Admiral Richard E. Byrd, has been 
completed by the J. F. McElwain Shoe 
Co., here. 

The shoes, which are declared to be 
better than an order which the 
McElwain firm produced for the previ- 
ous Byrd expeditions, are made on an 
extra long last. The finest grade cow- 
hide was used. There are snow guards 
on the toes and a special felt innersole. 
The shoes are several sizes too large 
to allow for at least three pairs of 
heavy socks. 


Expected Early Season Sees 
Resort Shops Opening 


MIAMI BEACH, FLA.—The first of the 
smart shoe shops to open on Lincoln 
Road for the 39-40 season is I. Miller. 
This opening occurs about a month 
earlier than usual and is in anticipa- 
tion of an early season. Mrs. Mable 
Bartles, manager, is showing some of 
her new resort models but much of the 
new Spring stock will not be displayed 
until January. During the Summer a 
lot of remodeling has been done on the 
building. Among other improvements 
is an entire new bank of windows. 
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Women's Shoes 
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The patented Throat Opera 
IN-STOCK - ALL LEATHERS 
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Made on mo “hiling” 5s 
Siane MARA. 

Sizes 1-10. : $2.35 
Send for In Stock Folder. 

M. J. SAKS SHOE CORP. 

152 Duane St. New York City 
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Riding Boots 








Blue Ribbon Salesmen Meet 


St. Louis, Mo.—Blue Ribbon Shoe- 
makers of St. Louis, held their semi- 
annual sales meeting at the Lennox 
Hotel, here, on Oct. 19 to 21. During 
this meeting the salesmen inspected the 
new Spring lines and discussed their 
new comprehensive advertising and 
merchandising ptogram. They were 
very enthusiastic over the new “Nat- 
uralizer” line and the prospects it of- 
fered for the coming season. 

The salesmen present at this meeting 
who are now on the road with their 
Spring line are as follows: 

W. A. Barney, George Bomar, H. 8S. 
Kushins, J. H. Terry, Ed. Grierson, 
Don Springgate, J. J. Buckley, Otto W. 
Jennings, Leon Bomar, George Stroup 
and Nat Berkowitz. 
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Southwestern Travelers Lay 
Plans for 1940 Convention 


DaLias, TEexAs—aAll shoe travelers 
and shoe merchants in the Southwest 
are looking forward with much interest 
to the coming Twenty-sixth Annual 
Convention and Shoe Fair of the South- 
western Shoe Travelers Association at 
the Hotel Adolphus, Dallas, Jan. 7, 8, 
9, and 10, 1940. All shoe travelers, shoe 
buyers and merchants are cordially 
invited. 

The Southwestern Shoe Travelers 
Association was organized in 1913 with 
15 charter members. This organization 
has grown from year to year until 
now it is the largest unit of the Na- 
tional Shoe Travelers Association with 
a membership of 347 for 1939. The 
Southwestern Shoe Travelers have been 
holding annual conventions and spon- 
soring shoe shows for a number of 
years. Their annual conventions have 
grown to be one of the outstanding 
shoe conventions of the Southwest, ac- 
cording to W. T. Mitchell, secretary. 
These annual conventions usually bring 
merchants and buyers from all states 
throughout the Southwest and it is ex- 
pected that a much larger attendance 
will be in Dallas to attend this shoe 
fair and convention. 

Entertainment as well as fashion 
values will be served to the merchants 
and buyers who visit this convention. 
The entertaining features will be the 
most outstanding since these conven- 
tions or shows were started, it is said. 

Under special contract with the 
Adolphus Hotel, the association will 
have complete charge of all sample 
room assignments during the four-day 
show. Also under this special arrange- 
ment with the hotel, they have released 
many of their suites and rooms that 
heretofore, have not been permitted for 
sample room displays. This will enable 
the committee to assign rooms to the 
exhibitors large enough for them to 
properly display their samples. It is 
anticipated that some 250 lines of shoes 
will be displayed during this show. 
Shoes offered will represent all the lead- 
ing lines from Maine to California, 
including men’s, women’s and chil- 
dren’s shoes, as well as hosiery, bags, 
accessories and store equipment. 

Merchants attending and buying at 
this show will give them an early claim 
on delivery for Easter selling; another 
factor is that since the market is 
brought to the heart of the distributing 
territory of the Southwest through this 
convention being held in Dallas, mer- 
chants avoid long and expensive trips 
to distant markets and thus save time 
and expense in attending and buying 
their shoes during this show. Represen- 
tation of lines in this show will be as 
nearly complete as it is possible to make 
in such a show, Mr. Mitchell declared, 
Shoes will be featured for their adapta- 
bility to the South and Southwest. 

Headquarters for the Annual Con- 
vention and Shoe Fair have been estab- 
lished in the Adolphus Hotel, Dallas. 


No magic, no mystery. Just get your shore of 
good business in good Bass Ski Boots. Smartly 
advertised in Esquire, Vogue, Town and Coun- 
try, Ski Bulletin, and Ski Annual. Popular be- 
cause they're promoted. And profitable? . . . 
Write today for the full story. Remember, we 
make outdoor footwear for every purpose. 
Price list and booklet free. G. H. Bass & Co., 
Dept. BS-26, Main Street, Wilton, Maine. 


Basss!'!Bocol 


MADE BY G. H. BASS & CO. 








Information may be had from D. W 
Carlton, Adolphus Hotel, Dallas, Texas. 


Dunlap Store Opened 


In Miami 


Miami, Fia. — The Dunlap Shoe 
Store has opened at 10 N. E. First 
Street, in the location formerly occu- 
pied by the Economy Shoe Store, one 
of the Cowen-Bulbin units. Sam Slate 
and Jake Eppstein are owners. Both 
have had considerable experience in 
local shoe stores and so understand the 
requirements of a Southern trade. The 
shop has been remodeled and refinished 
in a combination of beige and light 
brown. Bird’s-eye maple fixtures have 
been installed. The shop will feature 
cancellation and sample lines, offering 
quality merchandise at from $2.98 to 
$5.98. Two lines of hosiery will be 
carried. A wide assortment of bag: 
in a good color range which will match 
the shoes and costume jewelry will also 
be carried. 


Establishes West Coast Office 


New York—Harry R. Lokey, sales 
representative of M. Wolf & Sons, 
women’s shoe manufacturers, Brooklyn, 
left early this month for the West 
Coast where he is establishing a perm:- 
nent office in Los Angeles. 
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Retailers Advisory 
Committee Selected 


CHARLOTTE, N. C.—During the past 
two weeks Al Bechtold, secretary of the 
Charlotte Shoe Show, which is to be 
held at the Hotel Charlotte and the 
Selwyn Hotel, Jan. 7, 8 and 9, has been 
working on a Retailers Advisory Com- 
mittee. The formal announcement of 
this committee with the various names 
and the concerns are as follows: 

George Ledbetter, J. B. Ivey and 
Company, Charlotte, N. C.; A. P. Crad- 
dock, Jr., Belk Brothers Company, 
Charlotte, N. C.; A. S. Harrell, Belk 
Brothers Company, Charlotte, N. C.; 
D. H. Johnson, Gilmer-Moore Co., Char- 
lotte, N. C.; Marion Davis, Mar- 
ion Davis Co., Charlotte, N. C.; C. O. 
Kuester, Charlotte Chamber of Com- 
merce, Charlotte, N. C.; S. M. Quinn, 
Efird’s Dept. Store, Charlotte N. C.; Al 
Goodman, Lucielle’s, Charlotte, N. C.; 
Elbert Carroll, J. O. Jones, Inc., Char- 
lotte, N. C.; P. C. McGinn, Tate-Brown 
Co., Charlotte, N. C.; C. E. Smith, 
Baker’s, Charlotte, N. C.; Thomas P. 
Grier, Mellon’s, Charlotte, N. C.; Gor- 
don W. Matlock, Pollock’s, Charlotte, 
N. C.; Ted Hinds, Regenstein’s, At- 
lanta, Ga.; J. C. Powell, Powell’s Walk- 
Over Shop, Greensboro, N. C.; C. M. 
Herring, C. M. Herring, Inc., Lynch- 
burg, Va.; Phil Levenson, Family Shoe 
Store, Salisbury, N. C.; Roscoe Griffin, 
Rocky Mount, N. C.; L. H. Brown, 
Cain-Sloan Shoe Salon, Nashville, 
Tenn.; Fred Arnold, Arnold’s Shoe Co., 
Macon, Ga.; Gilbert Brown, Cohen’s, 
Jacksonville, Fla.; Efird L. Hine, Hines- 
Peoples Shoe Store, Winston-Salem, 
N. C.; L. E. Gibson, Aug. W. Smith 
Co., Spartanburg, S. C.; Ben Marks, 
Marks, Greensboro, N. C.; W. R. Spain- 
hour, Spainhour’s, Hickory, N. C.; Na- 
than Berry, Berry’s, Inc., Columbia, 
§. C.; Mathew Condon, Jos. F. Condon 
& Sons, Charleston, S. C.; W. Eddie 
Webb, Webb’s Wilson Shoe Store, Wil- 
son, N. C. 

This committee is composed of 28 of 
the leading shoe retailers throughout 
the Southeast with a representation 
from Florida to Virginia. These men 
are taking an active part in helping 
to promote this shoe show of the South. 


Formal application blanks have been 
mailed to approximately 500 leading 
shoe manufacturers and stock house 
representatives. In this application 
blank the committee announces that 
it is again being sponsored by the Char- 
lotte Chamber of Commerce, Inc., and 
the Southern Shoe Travelers’ -Associa- 
tion and a large group of shoe retailers 
in the Southeast. This group of retail- 
ers are cooperating to help make the 
show an outstanding success for the 
coming season. A large number of 
reservations already are in and it ap- 
pears now that there will be well over 
a hundred firms showing their lines at 
the show. 


Entroth Forced to Move 


ROCHESTER, N. Y.—Less than five 
months after the Entroth Shoe Com- 





New Line of Girls’ Shoes 


Jane Withers, popular juvenile star, reg- 
isters a thrill as she chooses a shoe ward- 
robe for use in coming pictures. The 
gentleman who looks on approvingly 
requests us to the 

that he is not a Hollywood celebrity. . He 
is Jack Sandler, president of A. Sandler 
Company, well known Boston shoe firm, 
They are introducing a new line of Jane 
Withers Shoes for girls of junior and 

senior high school age. 
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pany had leased its store in the United 
Building—and spent $8,800 in making 
alterations—it was asked to move. 

Foreclosure proceedings have been 
instituted against the building, which 
is to be torn down and the present six- 
story structure replaced by a one-story 
building. 

Alexander Peshkin is manager of the 
Dorothy May Store, which the Entroth 
Shoe Company operates now in the 
United Building, located at Main Street 
East and North Water Street. He said: 

“Not only was $8,800 spent in altera- 
tions on the building, but it cost $2,000 
to buy the unexpired lease of the 
Myers Shoe Company, the former occu- 
pant.” 

Following word of the foreclosure 
proceedings and that all tenants of the 
building would have to move because 
of building plans that are to follow, 
the Entroth Company was given an ex- 
tension of time in the place and expects 
to remain there until April 1. 

Meanwhile it is seeking a new loca- 
tion. 


Open Fifth Branch 


Cuicaco, ILu.—A fifth unit has re- 
cently been added to the Four Cohen 
Shoe stores, specialists in children’s 
shoes, with the newest store opened at 
6810 Sheridan Road. The new store is 
an exclusive juvenile shop also oper- 
ating under the firm’s “Cradle to Col- 
lege” slogan. The store contains mod- 
ern fittings with an unusual interior 
decorative scheme worked out by using 
several patterns of wall papers on the 
different wall sections. Paper cut-out 
figures of children from other lands 
are also used. Arnold Cohen manages 
the store. 


Nankin’s Lease New Location 


MIAMI, FLta.—Nankin’s Shoe Com- 
pany has leased the building adjacent 
to its present location and will move as 
soon as the store can be made ready. 
According to Max Nankin, president, 
the lease is to run for 10 years at a 
total of $96,000. 





—“My salesmen take 





—Point-of-Sale Influence 


possession of the 


Boot & Shoe Recorder as soon as it arrives 
at the store. I have to fight to get it back. 


Better put us on for another subscription.” 
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Ballet Slippers 


SO ee Fr Or Or ee ree 





BALLET SLIPPERS 


Right and Left Lasts 
Black Kid 







Top Grade 
Wom. Miss Child. 
$1.55 $1.50 $1.45 
No. 609 
Wom. Miss Child. 
$1.40 $1.35 $1.30 


BROOKS SHOE MFG. CO. 
Swanson and Ritner, Philadelphia 
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Carton Labels 
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LA BELS 








TOLMAN- DAVIDSON 
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Store Fixtures 
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HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 





Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL “iit33! 








Manages Treadeasy Shop 

SPRINGFIELD, Mass.—Leon Gotler, for 
16 years with the shoe department of 
Forbes & Wallace Department Store, 
has been appointed manager of the 
Treadeasy Shoe Shop at 331 Bridge 
Street. 


James T. Baker 


Obituaries 


New YorK—James T. Baker, former 
president of the Boot and Shoe Travel- 
ers Association of New York and sales 
representative of Tupper, Inc., died on 
Friday, Oct. 27. Mr. Baker had not 
been ill and his death was entirely 
unexpected and a great shock to his 
many friends in the trade and in the 
association in which he has always 
taken an active part. 

Mr. Baker was a graduate of the 
Massachusetts Institute of Technology 
and first began his work in the shoe 
trade in the men’s shoe department of 
Marshall Field & Co. in Chicago, where 
he worked up to buyer. Leaving there, 
he came to New York and joined the 
firm of George Baker & Sons, Brooklyn 
manufacturers, as sales representative. 
Later he joined the firm of Wichert & 
Gardner, also Brooklyn manufacturers. 
With Frank Cardonne, Mr. Baker 
formed the women’s shoe firm of Car- 
donne & Baker with factory located 
in Brooklyn. After some time this firm 
was disbanded and Mr. Baker finally 
joined Tupper, Inc., as sales represent- 
ative, with which firm he was con- 
nected at the time of his death. 

Funeral services were held from the 
Fairchild Chapel in Brooklyn with a 
large assemblage of members of the 
Boot and Shoe Travelers Association 
present. Following the regular services, 
the association held a short service of 
their own for Mr. Baker who was a 
director of the association at the time 
of his death. 

Interment was 
Oct. 30. 


held on Monday, 





Ralph F. Van Buren 


IrHaca, N. Y.—Ralph F. Van Buren, 
manager of the Brownbilt Shoe Store, 
Ithaca, operated by the Ithaca Shoe 
Co., Inc., died at his home, here, re- 
cently, from a stroke. 

Mr. Van Buren started in the shoe 
business in Fulton, N. Y., with the 
firm of Stranahan & Van Buren. Later 
he was manager of the shoe depart- 
ment of Bessie System, at Syracuse, 
N, Y. Leaving the retail end of the 
trade, he traveled for Rice & Hutch- 
inson, C. W. Alden and Beacon Falls 
Rubber Co. In 1934 he became associ- 
ated with the Ithaca Shoe Co., Inc., 
with whom he was connected at the 
time of his death. 





Sol Hausman 


East ORANGE, N. J.—Sol Hausman, 
vice-president of I. Hausman & Sons, 
operators of a chain of shoe stores, 
died recently at his home in East 
Orange. He had been ill a month. His 
father, Ignatz Hausman, founder and 
president of the shoe store chain, died 
Oct. 14, at his home in Elizabeth. 

Sol Hausman, who was 51, was born 
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“OUNCE OF PREVENTION” 
Promotes Sales-Health 
in Children’s Footwear 
@ Parents regard X-Ray Fitting as the 
“ounce of prevention that safeguards 





their children against immediate and 

| future foot ailments. 

Why? Because X-Ray is the one me- 

| dium which lets parents see that you 
provide their youngsters with shoes 
that assist nature in de- 
veloping normal, healthy 
feet. They gladly pay for 
this ‘“‘ounce of preven- 
tion ‘“’ with increasingly 
profitable patronage. 
X-RAY SHOE FITTER, INC. 
3533 N. Palmer Street, Milwaukee, Wisconsin 











in Newark. He had been associated 
20 years with the shoe business his 
father founded in 1888. He was presi- 
dent of the State Commercial Corp., 
member of Oriental Lodge, F. and 
A. M.; Newark Lodge of Elks and 
American Legion. 

He leaves his widow, Mrs. Thelma 
Hausman. 

Funeral services were held at the 
Philip Apter Funeral Home, Newark. 
Burial was in the cemetery of Congre- 
gation Oheb Shalom. 





Mrs. Sarah C. Plunkett 


Detroit, Micu. — Mrs., Sarah C 
Plunkett, 70, mother of Roy A., Frank 
P., and John C. Plunkett, who operate 
Plunkett Brothers, leading downtown 
Detroit shoe store, died at her home 
in Cadillac, Mich., Oct. 18, after two 
years’ illness. She was a native of 
Kingston, Ont., coming to Michigan 66 
years ago. 

Her husband, two other sons, and 
one daughter, also survive. Interment 
was at Cadilac, Mich. 





Lease Shoe Department 


Union Crry, TENN.—Fred Muse and 
H. M. Harper have leased the shoe de- 
partment of Morgan-Verhine Co. They 
already have under lease the ladies’ 
ready-to-wear department of this <tore. 
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Rigid Price Lines Raise Serious Problem 


[CONTINUED FROM PAGE 30] 


The shoe manufacturer continues to 
sell at the old price until his profit 
margin practically disappears. As that 
point is approached, he naturally is 
reluctant to pay advances in leather, 
and the tanner in turn resists further 
advances in hide prices. This brings 
into existence a level of resistance all 
along the line that takes some time to 
break down. If the war continues for 
a long time, there is no doubt that much 
higher prices for hides and leather will 
be witnessed; but if the present state 
of uncertainty regarding the length of 
the war continues or if there is peace 
within a relatively short time, it will 
be difficult for the raw material or the 
semi-manufactured product to advance 
against the barrier of fixed retail prices. 

Mr. Zelomek looks for a readjustment 
period next Spring but does not believe 
that it will be any longer or have any 
more decided effects than did the short 
one experienced in the Spring of this 
year. “The Volume outlook for the hide, 
leather and shoe industries,” he said, 
“is relatively favorable over the next 
six to nine months, regardless of whether 
the war continues or ends within that 
period.” 

There can be no lasting peace in the 
world until some dominating economic 
balance is erected not only in Europe 
but in Asia, as well. This achievement 
may not be reached for a generation. 
Hence, looking at the world situation 
from that viewpoint, it can be said that 
we are in for a long war of one sort or 
another. That is the conclusion reached 
by James H. Powers, Foreign Editor of 


the Boston Globe, another speaker of 
the evening. . 

Mr. Powers, a well-known authority 
on foreign affairs and the author of 
at least one widely read book on that 
subject, contrasted the condition of 
Germany in 1913, just before the out- 
break of World War No. I, with her 
condition today. Then, he said, the 
morale of her people was excellent, her 
revenues were high and she had what 
appeared to be ample financial reserves. 
Today, he contended, the morale of the 
people is low and, since she has only re- 
cently emerged from a major depres- 
sion, her economic condition is poor. 
This would indicate a lessened staying 
power, he pointed out, with the war 
lasting perhaps one or one and one-half 
years, were it not for Russia who can, 
if she will, supply Germany with the 
raw materials which are needed to feed 
the people and prosecute the war. It 
is because Hitler realizes all this, said 
Mr. Powers, that he is now putting out 
peace feelers, hoping to arrange an 
eight-month armistice during which he 
can organize this Russian service of 
supply and then-resume hostilities. He 
does not believe that Russia can be 
persuaded to give active military aid to 
Germany, nor does he believe that 
Russia will fight to achieve the conquest 
of any country. Stalin is merely at- 
tempting to jockey himself into a posi- 
tion where he can, at will, move in any 
direction, depending on the outcome of 
the conflicts between armies other than 
his own. 





Younkers’ Open 
Sub-Deb Shop 


Des MoINEs, IowaA—Younkers’ new 
Little Shoe Shop, a department for 
the sub-deb, made its formal appear- 
ance at the formal showing of Younk- 
ers’ newly-remodeled store, recently. 

The Little Shoe Shop adjoins the 
regular shoe department on the second 
floor, and flanks the aisle between the 
two buildings. The department carries 
only two price lines in shoes, those for 
$4 and $4.50, a new price low for the 
upstairs shoe department. 

Because of its aisle location, high- 
backed booths form an outside wall to 
allow for privacy in fitting. Tall con- 


densed shelves are used that will hold | 


2000 pairs of shoes. 

The shelving and booths as well as 
all other fixtures are of natural maple 
with French green leather used in the 
upholstering. Fluorescent lighting, 
which has been installed throughout 
the store is used in the shadow boxes. 
The booths in this little shop seats 18 
customers. 

©. C. Lackey, formerly of the regu- 


lar shoe department is in charge of 
this new shop. 


Open New Women’s 
Shoe Salon 


READING, Pa.—A new quality shoe 
salon has been opened at 153 N. 5th 
Street, here, by William Ross and Al. 
Saturn, who also operate stores in New 
Jersey. 

This new store is artistically de- 
signed to give feminine patrons fine 
atmosphere when shopping. 

Mr. Ross and Mr. Saturn have had 
many years’ experience in retailing fine 
footwear, and are looking forward to 
a successful business. 


Pfeifer Department 


Remodeled 


LitTLE Rock, ARK.—The shoe de- 
partment at Pfeifer’s has been com- 
pletely remodeled and redecorated. 

James Hooker has recently joined 
the Pfeifer staff as buyer and depart- 
ment manager. 
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Dancing Shoes and Taps 
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TAP DANCING SHOES 


Lightening 
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IN-STOCK eee 


. ss White Kid 
Women's AA-4'2/9 on order 5¢ 


Misses’ A-B-C 12/2 ...... I. ber pale 
Children’s B-C 842/11 
Prices subject to change without notice. 


Owens SHoe Co. 25°, 5 
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Inner Soles and Counters 
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“CAN INNERSOLES 
MAKE THAT MUCH 
DIFFERENCE?” 


They increase shoe valves be- \. * 
cause they help the shoe hold 
its shape. Their comfort helps 
the store hold its customers. 
Ask your menvufecturer. 


INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 





CHRISTMAS 


Unusual package design in bright 
red and green on a white back- 
ground. Harmonizing ticket in 
green, red and white. 





























CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35c each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 


tickets available. 


WITHOUT STORE NAME: 6 dozen, $!.10—I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cup __,, Ply Sirs 


for Price Tickets For Price Tickets — Adjustable 


—Tilt at any angle. 
gol S $2.25 
a ar 


Recorder Stock Record i t 


Nasavel View ti ae gps Cyclone clips aaadinane 


SHOE HOLDER 


Polly Shoe Holder 
to display arch, branded, and 
Always re- 
! 








fibre-sole shoes. 
mains in upright position. 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combino- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen (printed or blank) . $2.00 
6 dozen (printed or blank) 1.10 
aed 1 dozen (printed or blank) .... 0.25 


_——— 
Ss SPECIAL: 
Neos x Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 














SERVICE 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 


each month. 


SPECIAL CARDS, with wording as wanted. 


Women’s, 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW CARD 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. . 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


Children’s Shoes and Women’s Hosiery. (Cross out 
lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 
SORENESS ——————| 
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quantities and denominations: 


We sell Men’s, 


For 
for 
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payable 


SERVICE | MONTHLY HOLDERS | tickets 





No. 1 $5.00 6 100 


4 
at 
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et 





additional 


each month's service deliv- 


4.00 4 100 


. per month. 


cash in advance, full year’s 





or include exchange. 


if for any unforeseen reason 
we wish to discontinue ser- 


. per year, 
vice before expiration of or- 


card holders. 


3.00 50 


we agree to pay $1.00 


month 





For this service we will pay 
service, 5% discounts. Checks 
from foreign subscribers 
must be drawn on VU. S&S. 
ered, and agree to return the 
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__@ FOR ITSELF + IN ~~ SOE 
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VAL, ct ( oupfrort Now! K Oca 




















Check, with order, please, unless C.0.D. preferred 


2 


one 
No. 
card hold- 


..» Consisting 
ers (with the first month's 


blank tickets each 











for Card Service 
fifty, additional. 


is anuies” 
on 
background. 


Please enter our order for the 
Recorder "Selling Messages,” 
beginning with December, 
PRINTED TICKETS, at 35¢ per 


continuing monthly for 


year, 





SIZE: 1!" x244"—Prices on opposite page. 
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SALESMEN WANTED POSITION WANTED LINE WANTED . 
n 
OUTHERN, Midwestern Wholesalers! Seek- ALESMAN traveling Florida and Georyia to 
WANTED—SALESMEN to sell IN- ing thoroughly me fulltime repre- with established business, desires fast s:|l- of 
STOCK LINES: Women’s Novelties; sentative for Louisiana? snauian eonfidentially. ing line of Ladies’ Novelty shoes carried in 
Men’s: Children’s and Boys’ shoes. Address $467, care Boot & Shoe Recorder, 239 stock. Address 457, care Boot & Shoe we 
eran, ; West 39th Street, New York, N. Y. Recorder, 239 W. 39th Street, New York, ta 
Complete popular priced lines. Must N. ¥. al 
be capable of doing volume business. OOT SPECIAL Ist. on mee 3 - bisopodiet we 
| -ord 5 ls » graduate chiropodist, - 
Send references and complete recon thirty-five, married, neat appearance, good WANTED: Line of better shoes with repu 
Address 463, care BOOT & SHOE RECORDER personality, eighteen years’ experience in sales table house. Earning possibilities § mist 
239 West 39th Street, New York, N. Y. and chiropody, desires position as manager or average better than ww per month. d 
sales advisor in orthopedic or children’s de- dress 3461, care Boot & Shoe Recorder, 9 
rtmert. Address 2462, care Boot & Shoe West 39th Street, New York, me Be M. 
- - 239 West 39th Street, New York, H 
AL. = FOR In-Stock line of pular ANTED: By S . ie 
: By Salesman, Age 39, with {o! 
Sox ee Gentes. Sport ——_ got Slippers W iting of One Hundred better stores «nd " 
made in, Massac mow g ter hy ‘Write stating age FE ________ ed ga = Virginia, om Geor la, . 
and lines now carried. Territory open: In- BUSINESS OPPORTUNITY chews, soteliing of G8 er more Sar shove tert be 
diana, Minnesota, Oklahoma, Texas, Kansas, $$ $$$_$___ - - tory, or general line for South Carolina. Ad- spo 
Louisiana, Mississippi, Wisconsin. Address dress 2460, care Boot & Shoe Recorder, 239 wisi 
#452, care Boot & Shoe Recorder, 140 Federal West 39th Street, New York. N. Y. | 
St., Boston, Mass. Fec 
We 
SAL .ESMEN for New Jersey, New York, Ohio, Plan Now for 1940 — Hoi 
and Indiana. we — wholesaler . | FOR LEASE t 
Shoe: 8 6, care Boot . 
Shoe ‘Recorder. 239 West 29th Street, New YOU can have a business of _ = 
York, Y. OMEN’S Shoe Department in Montgomery, : 
cidade sthialataiath your own. Wrriabama specialty store. Good active st a and 
XPERIENCED salesmen wanted! Fast line Requirements— } see So ee yn BL yy ry ligh 
EL figs Sliovies = y= BAA Sh Selli E . care Boot & Shoe Recorder, 239 West 3%th Divi 
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Hides and Futures 
[CONTINUED FROM PAGE 33] 


heavy withdrawal of certificated hides 
from warehouses licensed by the Com- 
modity Exchange. Withdrawals of cer- 
tificated hides are only a fraction of 
the total number sold to tanners, but 
the figures are indicative of the trend. 
In June, 36,000 hides were withdrawn, 
in July, 37,000 and in August, 95,000. 
In September, the withdrawals jumped 
to 170,000 hides. This month a total 
of 170,100 hides were taken from the 
warehouses, although shipments to 
tanners declined sharply in the final 
week of October. 


Maurice Miller to Be 
Honored by Dinner 


New YorkK—Mazurice Miller, I. Miller 
& Sons., Inc., will be honored at a dinner 
sponsored by the Boot and Shoe Di- 
vision of the New York and Brooklyn 
Federation of Jewish Charities, 
Wednesday evening, Nov. 8, at the 
Hotel New Yorker. 

The testimonial will honor the busi- 
ness and communal work of Mr. Miller 
and will serve at the same time to high- 
light the activities of the Boot and Shoe 
Division in this work. 

Louis Fried, of Siegel & Fried, and 
Manuel Gerton, of Saks-Fifth Avenue, 
are co-chairmen of the dinner commit- 
tee. A representative dinner committee 
has been formed to aid the chairmen 
and include Max L. Friedman, of the 
Diamond Shoe Co., ex-officio chairman 
of the division, and Eugene Davidowitz, 
of the same firm, treasurer. 


New Styles Outshine 
Popular Saddle Types 


SEATTLE, WASH.—Saddles are on the 
way out for university girls. 

This was revealed in reports from 
four shoe dealers in the shopping dis- 
trict adjacent to the University of 
Washington. Thus a two-year picture 
of uniformity threatens to change. 

Replacing the saddles are, not mocca- 
sins, as fashions from Eastern campi 
would lead one to believe, but Dutch 
lasts. Differing from last Spring’s 
Dutch shoes mostly in having leather 
and crepe soles instead of wooden ones, 
these shoes are of natural colored leath- 
er, some with plateau toes 

The semi-Dutch “Sloppy Jo” shoe 
with sultan toe and a strap around the 
heel, and the natural-colored moccasin- 
type shoe with crepe sole are going fast 
at one store, where saddles have been 
relegated to third place. 

Off the campus the shoe picture is 
wchanged for the past month. Black 
suede still dominates; alligator is sec- 
ond, smooth leathers third. High-rid- 
ing styles are on top for both step-ins 

ties. 





: E GOING TO 
ST. LOUIS / STAY AT 
Hotel lbennox 
ITS RIGAT DOWNTOWN 
G 7000 PAR k N/ , AND 
MAN WHAT SERVICE! 


Boston Wholesale 
Increases Average 12% 


Boston, Mass.—Other than those al- 
ready published, no price increases 
have been announced, recently, in the 
Boston wholesale shoe district. Price 
increases already effective average 
about 12 per cent. Price lists covering 
Spring footwear are not yet available 
to the trade and will not be, it is ex- 
pected, for at least two weeks. Spring 
orders for footwear, with some few 
exceptions, have not yet been placed. 

The quietness in the shoe market, in- 
sofar as forward business is concerned, 
is naturally reflected in the leather 
district. Shoe manufacturers, having 
bought leather during September and 
the early part of October, now await 
reports from their salesmen in the field 
before swinging into production. No 
leather, in consequence, is being sold. 
List prices, however, are firm and un- 
changed. Tanners still contend that 
leather prices should be higher in view 
of the current price of hides. 

During the week ended Oct. 28, a 
small lot of calfskins is reported to 
have been sold at a concession in price 
of one and one-half cents a pound. This, 
however, is not considered significant 
of the market trend. 

All the facts at hand point toward 
an inevitable increase in shoe prices 
for the Spring season. 
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MERCHANTS’ NEEDS 





THERE'S THE 
SHOE YOU WANT 
SHOWN RIGHT 
ON THE WALL 
Use ey - Dis- 


fae’ the 


= . 
Simply attach to box. 
Won't interfere with 


all 
te salesmen and “‘extras’’. You" i find chess will 
sell faster this Gite 
rite For Sample 


$2.00 per yoo $21.00 per gross 


CHARLES HENRY BROWN & SON, INC. 
47 West 34th St., New York City 











' PROFESSIONAL BALLET SLIPPERS * 5 


4i Stock these splendid : 
slippers. They help make § 
two pair shoe sales.,5 
Pair of ballets’ for the # 
child, a pair of dress; 
shoes for mother. 
Pink, black, white satin 
hard toe .. 
Elk aad soft toe bal- 
- 
Fawn or peed grey 
suede nature sandals. 
Write for complete catalogue 
AMERICAN TOE a 
125 W. 45th St., N.Y 
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More Business! 
HE Vincent Edwards idea Clipping 


Service has over 2,000 satisfied users. 

Each order filled according to what 
you want; wholesclers usually request 
best retail ads; manufacturers usually 
want ads of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupons below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 





VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
poper ad clipping service and special 
short term trial offer. 


Name 
Company 
City 











Add Shelf Space 


SEATTLE, WaAsH.—For the largest 
number of shoes it has ever stocked, 
Nordstrom’s University district store 
recently constructed new shelf space. 
Both style shoes and sports shoes “quar- 
ters” benefited from this 33 1/8 per 
cent increase in space. 





